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Throw away your old ideas about printing papers. 


The old idea that only a heavy paper is bright __ beautiful printing results in halftone or line, black 
and opaque enough for fine printing is now out- and white, and color. It can cut your postage in 
moded. Olin has developed a new concept in _ half, and reduce the bulk and weight of your print- 
papers, called Waylite. It’s a lightweight stock as ed material. Ask your Olin fine paper merchant 
Opaque as many papers twice its weight, with ex- about Waylite or write to us. Once you’ve seen it, 
treme whiteness and great strength. Waylite gives —_ you'll discard your old ideas about printing paper. 
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ECUSTA PAPER OPERATIONS, PISGAH FOREST, NORTH CAROLINA 
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Free Ceiling Consultation Service 


Whether you are modernizing present offices or planning new space, it will 
pay you to take advantage of the valuable Ceiling Consultation Service offered 


without obligation by your Acousti-Celotex distributor. 





Because he is a member of the world’s largest acoustical organization, you 


get the benefits of unequalled experience and technical knowledge. 


Your Acousti-Celotex distributor will show you how to get the most for your 





money ... how to be sure of easiest maintenance . . . how to economically 





combine sound conditioning, lighting, air conditioning and movable parti- 


tions — all in one efficient installation. 





And, remember, he offers quality-famous 














Celotex® acoustical products... ina wide j \ | } / 
range of decorative patterns, in types to - 


meet every building code. Look in the 








Yellow Pages, or send this coupon now. 
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: The Celotex Corporation 
1 120S. La Salle St., Chicago 3, Ill. 
; Gentlemen: Please send your free booklet ‘Sound Conditioning 
e for Offices” and tell me more about your Free Ceiling Consul- 
pa L 
Aco US t/ (@ E LOT EX { tation Service. 
RE TERE Pat fF r] 
t Name__..__ oaissbaihceciiaiasaaiaa 
SOUND CONDITIONING PRODUCTS i 
: Titie — 
ss Address oitieisieihin aie ian sonia 
The Celotex Corporation, 120 S. La Salle Street, Chicago 3, Illinois 1 
In Canada: Dominion Sound Equipments, Limited, Montreal, Que. 1 City a AOD... SU... 
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How to make your customers train your salesmen ...................000 (Averseeteseee oe 
Many firms train salesmen by having them face actual customers—on a movie 
screen. You can use this method to give your salesmen similar “battle” experience. 


How to protect your firm against executive pirates ....................00. eeeceeeussk Se 
If executive pirates lock sights on one of vour key executives, chances are high 
they can woo him away. Here, three “pirates” tell how to reduce those chances. 


EN SME NN ee ie 5 vse ony ae deew hee OO aN a ben beeen sekewereeesen: Ae 
You may be wasting your time and money writing costly business letters. Many 
executives do. Follow these tips to improve your letter handling methods. 


Peer Wr MORES VOUNSEIE MIOEE CYERTIVE 5... ec cece cceces Atcokvwrbekeue “ae 
You don't have to be born with creative problem solving ability—it can be learned. 
Here’s how to develop your creative abilities. 


ee re icchegeetnse enue: ae 
Many managers waste time, money and ideas by talking too much. Here’s how to 
get more out of talking to people—by not talking. 


New income without capital—license your product or service abroad ....... éttirieeege 
Foreign licensing can stimulate company growth, and create new income—with 
little risk or capital. An expert in the field tells how. 


Creative atmosphere for a creative company .................00e0eeeee Terr eT TTT Ta. 
To find the creative climate it wanted, this advertising agency took to the woods. 
The building and offices blend with the natural setting. 


When—and when not—to make model changes ........................ ipa idivieknscae ee 
Will a model change build or block your sales? Some say change creates ‘growth’— 
others, ‘sales resistance.’ This article helps you decide. 
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For some bosses, hiring and keep- 
ing a good secretary is the easiest 
thing in the world. For others, it is 
nearly impossible. 

“Why good secretaries quit” is the 
subject of a probing article in next 
month’s MANAGEMENT Metnops. It 
is based on recorded interviews 
with top secretaries—and bosses. 

In this new approach to ways you 
can keep a good Girl Friday, you 
may find some surprising facts. For 
example, how much power should 
a secretary have? Does it matter if 
she is a slow typist? When is it bet- 
ter to have an unenthusiastic girl? 

Does a secretary help or harm 
you if she acts as a buffer outside 
your door? What is the quickest 
way to “break in” a new secretary? 

Youll find the answers to these 
and other key questions in next 
month’s MANAGEMENT METHOps. 





Subscriptions 


In United States and Possessions, one year $5.00; 
two years $9.00. Canada and Mexico one year 
$6.00. Foreign subscriptions $10.00. Single copies 
$.75. When possible, back issues or tearsheets of 
articles will be provided. Enclose $1.00 for each 
back issue and $.50 for each back article re- 
quested, to cover costs of handling. Make checks 
payable to Management Magazines, Inc. 


Change of address 

To insure continuous service, send your new ad- 
dress (and moving date) 45 days before moving. 
Include old address as it appeared on previous 
issues (if possible send label from magazine). 
Do not depend on the post office to forward 
either the change of address or your magazine. 
Management Methods is a registered trademark. 
® Registered trademark. 
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He’s looking at tomorrow's spirit fluid 





N ORE and more, spirit duplicating is called upon to provide the answers 
to office automation through business systems applications. New du- 
plicators, new masters created to meet these new demands depend heavily 
upon spirit fluids—literally the life blood of hectograph duplicating. 
Columbia — long a leader in research and development of carbon papers, 
ribbons, duplicating plates and supplies— maintains a continuous scien- 
tific probing to assure you the finest products available. Based upon this 
record of achievement, Columbia research and development will continue 
to lead the field in the formulation of business writing supplies of the fu- 
ture. For information on how Columbia products may help you, contact the 
Columbia representative nearest you or write: Hectograph Division, Colum- 
bia Ribbon & Carbon Mfg. Co., Inc., 112 Herb Hill Road, Glen Cove, N.Y., 
or Columbia Ribbon & Carbon Pacific, Inc., Duarte, Calif. 


RIBBONS « CARBONS «+ DUPLICATING SUPPLIES 


RIBBONS: CLASSIC - COMMANDER + MARATHON + PINNACLE + RAINBOW + SILK GAUZE 
CARBON RIBBONS: COLUMBIA M-50 + COLUMBIA PF-76 + CARBON PAPER: PINNACLE 
CLASSIC +» COMMANDER + LECTRICOPY +» MARATHON + ACCOUNTANT SPECIAL + PLASTISOL F-100 
RAINBOW - SILK GAUZE - DUPLICATING SUPPLIES: COLITHO OFFSET + READY-MASTER SPIRIT 
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RESULT: You save time, money, space...boost 
i] 


efficiency, do a better, faster job with 
fewer people! Simply press a button and automate 
the handling of your data cards! Whether you have 
2,500 cards or 850,000, Mosler has a file with a 
capacity that fits your needs. Revo-File—2,500 to 
6,000 cards. Spins to the card you want in 3 sec- 
onds. Double-Drum Revo-File doubles the capacity 




















in a single mobile cabinet. Both hold cards unat- 
tached. Drop in your present cards...lift them out! 
Mosler’s new Selectronic File gives operator fin- 





gertip control over 850,000 cards...gives you the 
most economical data handling system you can buy. 

Please send the coupon below for further infor- 
mation on the Mosler System/Mated equipment. 
Do it today! 


THE MOSLER SAFE COMPANY 


Dept. MM-761, 320 Park Ave., N.Y. 22, N.Y. 


Please send me literature on the following 
Mosler System/Mated Filing Products: 


(C0 Revo-File 











Revo-File Double-Drum Revo-File Selectronic 


(J Double-Drum Revo-File 
(0 Selectronic Record File 
CJ Insulated File 

(0 Home/Office Safe. 


NAME. 





TITLE. 
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RAUDSEPP 





SLOTE 


Too many managers think that if you're not 
born with creative talent, there’s no way to 
develop it. Eugene Raudsepp disagrees. His 
article, How to make yourself more creative 
(page 38), is the result of long experience in 
what makes managers creative. He is presently 
under contract to Macmillan and Co. to write 
a book on creative management. Raudsepp is 
director of psychological research for Deutsch 
& Shea, New York technical manpower con- 
sultants. 


Executive pirates are a threat to any com- 
pany. To find out how companies can mini- 
mize that threat, MANAGEMENT METHOps edi- 
tors interviewed three top executive man- 
hunters: Frank Canny, Rawle Deland and 
Hardy Jones. Canny has had over 15 years’ ex- 
perience in recruiting executives and is presi- 
dent of Hoff, Canny, Bowen & Associates. He 
is also president of the Association of Execu- 
tive Recruiting Consultants. Deland, a part- 
ner in Thorndike Deland Associates, has been 
an executive recruiter since 1947. In 1960, he 
was chairman of two American Management 
Association seminars on executive recruiting. 
Jones is vice president of Ward Howell Asso- 
ciates and has been an executive recruiter for 
15 years. Several years ago, he appeared be- 
fore a Securities and Exchange commissioner 
as an informed witness on executive attitudes 
toward stock options. In tape recorded inter- 
views, these experienced “pirates” told the edi- 
tors “what companies can do to protect them- 
selves against us” (page 30). 


Ever run into the problem of an employee who 
won't open up in a man-to-man discussion? All 
executives face this dilemma, according to 
Leslie M. Slote. His article, Why employees 
won't talk to you (page 41), offers solutions to 
the problem. Slote is a management consultant 
specializing in training and development pro- 
grams. He has studied management at CCNY, 
MIT and NYU. He is a visiting lecturer at 
Cornell University, seminar leader for the In- 
dustrial Education Institute and a frequent 
speaker at management conferences. Before 
forming his own consulting firm, Slote was 
assistant to the president and director of in- 
dustrial relations at Norden-Ketay. 
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Ordinary steel files incinerate their 
contents in a fire. Heat turns vital pa- 
pers into worthless ash. The Mosler 
Insulated File not only protects pa- 
pers, but also gives you top filing 
efficiency. Features include individu- 
ally locking drawers, push-button 
drawer control. In tan, gray, green. 


i, 





This Mosler Home/Office Safe is 
ideal for small businesses and home 
use. It’s the compact, high-quality, 
low-cost way to protect personal 
papers. Underwriters’ Laboratories- 
approved. Has a relocking device 
and many other Mosler features. 
Write for free literature. 


THE MOSLER SAFE COMPANY ‘' 


Dept. MM-761,320 Park Ave., N.Y. 22, N.Y. 
Please send me literature on the following 
Mosler System/Mated Filing Products: 

(J Revo-File 

CJ Double-Drum Revo-File 

Ci Selectronic Record File 

C) Insulated File 

C] Home/Office Safe. ‘ 
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MODERN FACILITIES of In- 
gram Oil & Refining Company. 











“Our Walional Accounting System 


repays its entire cost every year!” 


—Ingram Oil & Refining Co., New Orleans, La. 


“In a five-year program to establish 
our brand name, we realized that the 
expansion of production and facilities 
would require increased speed and ef- 
ficiency in our accounting procedures. 
Also, we knew we would need addition- 
al information for management deci- 
sions. The National Accounting System 
has proved to be the economical an- 
swer to our problem. 

“During the two-year period follow- 
ing installation in our Credit and Mar- 
keting Division, we noticed the volume 
of work had increased 75%. Despite the 
enlarged work load, we did not have to 
add personnel or equipment. We have 
continued our program of increasing 
control and information at a declining 
cost by applying our National to the 
general accounting procedures of our 
Refining and Marketing operations. 


We are presently in the process of 
adapting our System to an affiliated 
Barge Company ... again without an 
increase in equipment cost. 

“Our National System provides 
greater flexibility for increased volume, 
eliminates overtime and cuts personnel 
training time. In addition, we have 
more information for management de- 
cisions and easier audit procedures in 
all our divisions. 

“Our National Accounting System 
returns its entire cost to us every year.” 


LLL, lpden! 


Controller 
Ingram Oil & Refining Co. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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THIS NATIONAL SYSTEM 
for Cycle Billing and 
Ageing of Credit Card 
Accounts is simple, 
fast and economical. 


WwW. C. JORDAN, CON- 
TROLLER of Ingram Oil 
& Refining Company. 


Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return an extra regu- 
lar yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National 
Maintenance Plan. (See the 
yellow pages of your phone 
book.) 





“TRADE MARK REG. U. S. PAT. OFF. 





ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
ELECTRONIC DATA PROCESSING 


NCR PAPER (No Carson Require) 
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5 WAYS THE MOORE MAN CAN GIVE YOU A HAND 


1. SPEED—Procedures can be fast if a system is designed 
to simplify work and cut waste motion. The Moore man 
can help by designing a forms construction to produce 
all records from one writing. You can save steps, time, 
Clerical effort and money... and make gains in other im- 
portant ways, such as 2. Cost; 3. Control; 4. System; 
5. Paperwork. Build control with Moore Business Forms. 


An extra ‘employee’ working for you—Which forms should 
you have? The Moore man isn’t limited—he can furnish 
any forms construction you need. He knows systems that 
have helped others in your field. He’s backed by Moore's 
vast manufacturing facilities and research teams who 
are now designing the forms that reduce paperwork. 
And Moore plants are located near you for fast service. 


MOORE BUSINESS FORMS 


Moore Business Forms, tnc., Niagara Falls, N.Y. + Park Ridge, Ill. + Denton, Tex. » Emeryville, Calif. Over 300 offices and factories in North America. 














New IBM Inventory Management Simulator 


Management pre-tests inventory 


How often have you wanted to peer into the future... 
see the probable results of your inventory policy? 
Now you can. An IBM data processing technique— 
Inventory Management Simulation—establishes 
the computer as an invaluable management tool 
for problem solving and decision making. 

This technique lets you test and evaluate alter- 
nate plans electronically without disrupting pres- 
ent operations. In effect, it lets you turn hindsight 
into foresight. 


Simulation is performed by creating within the 
computer a mathematical model of an inventory 


control system. Then the model is subjected to 
various demand situations. In every case, the com- 
puter reports what would have happened had this 
particular system been used to handle each situa- 
tion. Of course, both the model and the demand 
factors can be endlessly varied. 


Here’s the important thing: Through simulation, the 
trial-and-error method of determining a course of 
action is performed within the computer—not 
during the course of your firm’s business. This 
gives you a fast way to test plans under a wide 
range of conditions before actually putting them 
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LOOKING AHEAD. Management has run a computer simulation of a proposed inventory plan. Company executives (above) now 
examine charted results showing how the plan might work, what problems might arise, where improvement might be sought. 
Print-out sheet (below) from an IBM computer contains facts needed to judge long-range results of a given inventory con- 
trol plan. Inventory Management Simulation takes much of the guesswork out of planning. 


decisions with electronic speed 


to use. Unprofitable or inadequate courses of ac- 
tion show up in advance. You avoid them. And you 
select with confidence the system best suited to 
your firm’s objectives. 
Getting started. If you are an IBM customer, you 
can take advantage of the Inventory Management 
Simulation Program at once. IBM helps you collect 
the facts you need...and helps you set up a com- 
puter program to analyze them. 

Ask your IBM representative to show you how 
this new technique can uncover your most effective 


inventory policy. 
IBM. 


DATA PROCESSING 
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FIVE COLORS, 
represented here by gray 
tints, are used to show five 
different classes of average 
net income per household. 
Neighborhoods are broken 
into numbered districts 
with statistical 

data on each. 





This amazing new map 


revolutionrzes 
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@ AT LONG LAST, here is the market research information—in vai 
‘ : ? ; | 

figures and in detailed map form—that executives have been + botl 

so long seeking. The new Sanborn Buying Power Maps—now in i : 

process of completion for the 50 leading metropolitan areas of the oon 

United States—graphically pinpoint the location of customers + $20 

according to net income down to the intimate neighborhood level. va 

@ EXECUTIVES will find them invaluable in planning location of 2 eh 

stores, gauging merchandise distribution, formulating advertising | No 

and sales programs, refining mailing lists, analyzing extension of the 

usu 

credit and appraising property. the 

3 

@ HERE is up-to-date market portrayal that revolutionizes US 

management planning. Moderately-priced, the map units may be | cha 


purchased only for the area or areas in which you are interested. 
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' SANBORN MAP COMPANY, INC. i You 
} DEPT. M.M. ; dra 
. 629 FIFTH AVENUE * PELHAM, NEW YORK : the 
" a . ' Q 
At no obligation, please send us sample map and full details on the 4 
: new Buying Power Maps for metropolitan areas throughout the 4 SAN BO RN ed 
} United States. : ¥ pal 
' bu: 
i 
' NAME TITLE/DEPT } MAP } O M PA NY, j N e. ) yo 
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HOW TO SPREAD INTO WORLD MARKETS 


| Sir: I have studied with great in- 

) terest the article “How to spread 
into world markets—fast” (MM, 
May, 61). 1 do not doubt that the 
Clark Equipment Co. is happy with 
its method of getting into foreign 
markets—licensing its products and 
acquiring an equity position with a 
foreign manufacturer. But I do 
doubt that it is the best method 
they could have used. It is in Mr. 
Schirmer’s comparisons with straight 
licensing that I feel some additional 
points need be made. Here are 
both sides of the picture. 

Equity in the foreign firm: 

1. It is a fallacy to say that the 
equity does not cost anything. The 
$200,000 I take in shares represent 
$200,000 I don’t have in the till. 

2. The foreign firm allowing a 
U.S. company to purchase part 
ownership must be family-owned. 
No corporation with shares in 
the open market could do it. This 
usually means that it is not one of 
the top firms, but a smaller one. 

3. Foreign firms rarely grant 
U.S. companies the privilege of pur- 

_ chasing equity unless they need 
| the money. A situation in which one 
' has to finance one’s own license 
usually is not a healthy one. 
4. Minority interest means that 
} you have no voice in management. 
You can’t even threaten to with- 
draw the license. You're married to 
the firm whether you like it or not. 

5. If you exchange your license 
for equity in the licensee’s com- 
pany, you actually set him up in 
business—at your expense—without 
your money having any “voice,” 
and usually without a guaranteed 
return. Your investment is “lost” for 
all practical purposes, as you can- 
not pull it out again. Consider that 
with a licensee who doesn’t work 
out right. And as Mr. Schirmer 
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pointed out: if the licensee decides 
to increase his capital, you have to 
put up or lose your equity. 

The regular license: 

1. A regular license can be con- 
cluded just as fast as an equity 
deal. You can work with corpora- 
tions, not just family businesses. 

2. You get a licensee who is fi- 
nancially strong enough to take 
care of your license without your 
financing him. You can move into a 
hundred foreign markets at once. 

3. You have complete control 
over your license and can withdraw 
it whenever you feel like it. 

4. There is no doubt that you get 
your fees and royalties. This is cash, 
instead of a sometimes dubious 
equity and uncertain earnings. 

The most important point of all 
is the golden nugget of U.S. know- 
how you offer to a foreign firm. 
Without it, your licensee is lost. By 
giving the licensee the option of 
purchasing your know-how from 


year to year—then selling it to him | 





at a price that covers your research | 
and development costs—you have a | 


license agreement that prevents 
your licensee from becoming a com- 
petitor if the license agreement gets 
canceled. The former licensee who 
has to work with yesterday’s ma- 
chinery cannot compete with ma- 
chinery developed today. 

In time the large domestic corpo- 
rations overseas will catch up with 
American know-how, or will have 
licenses from U.S. firms. That will 
be no time to work with a smaller 
sized licensee requiring increasing 
amounts of equity capital. 

FRHR. LUDWIG V. KLEYDORFF 
PRESIDENT 

PARADISO 
MANAGEMENT CONSULTANTS 

ON INTERNATIONAL TRADE 

NORWALK, CONN. 





Isn't one fleetcar 
finance leasing 
plan the same 

as another ? 


Many companies— investigating 
finance leasing — note a similarity 
among the various plans. It’s this 
similarity that makes all the differ- 
ence to the user of 25 or more busi- 
ness cars. For him, the vital question 
must be: which lessor can buy new 
cars for less, sell them used for more 
—anywhere and everywhere? Only 
Hertz has the extensive, nation- 
wide marketing facilities, experi- 
ence, and skill to get the maximum 
return for this multi-car user. That’s 
why so many of these companies 
now equip their men with brand- 
new Chevrolets, Corvairs, or other 
fine cars, under a Hertz 25-PLUS 
Finance Lease Plan. (Note: many 
other companies find a Hertz Full 
Maintenance Plan— serviced by 
America’s most complete car main- 
tenance operation —fits their needs 
best.) Use coupon below for addi- 
tional facts about all Hertz Fleet- 
car Leasing Plans. 





CAR LEASE 




















| HERTZ FLEETCAR LEASING, | 
| Att. H. F. Ryan, V.P. i 
| (he Hertz Corporation, 660 Madison Ave. | 
New York 21, N. Y. Dept. C-7. 

- Please send me your new fleetcar leasing book- | 
1 let. I am particularly interested in Finance | 
| Leasing © Full Maintenance 0. | 
NAME nt ! 
| POSITION ; 
| company i 
ADDRESS | 
| CITY & STATE. 
| NUMBER OF CARS OPERATED { 
© cee cee cee ces ee ce ee ee ce ee a a 
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VERTI-FILE 





See how a VERTI- FILE 
installation can save you 
up to 58% in fioor space? 
You start saving the mo- 
ment you install one. 








CUT FILING COSTS IN HALF WITH VERTI-FILE 


You can actually save up to 50% in equipment costs when you convert from 
conventional drawer filing to the vertical shelf concept perfected by Royal’s 
DeLuxe VERTI-FILE* system. This is because VERTI-FILE cabinets cost no more but 
hold twice as much. Savings in floor space, too, run as high as 58% because 
VERTI-FILE substantially reduces required aisle width by eliminating space- 
consuming drawers. This advanced idea in record-keeping makes filing up to 
35% faster, easier, more accurate. DeLuxe VERTI-FILES by Royal bring you all 
the advantages of open-shelf filing, including maximum visibility, ease of access 
and entry, fully adjustable shelving, and “security-lock” doors if desired. DeLuxe’s 
exclusive “Equalizer” feature insures easy opening of VERTI-FILE doors wher- 
ever pressure is applied. Steel construction and baked enamel finish give 


VERTI-FILE units the quality appearance of fine office furniture. And there is no need to buy new 
folders or change your existing system. Write today for complete information to DeLuxe Metal Products 
Division, Royal Metal Manufacturing Company, Dept. 4-G, One Park Avenue, New York 16, New York. 
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A major 
RCA innovation 


im EDP progress... 


NOW! RUN YOUR EXISTING EDP PROGRAMS 
AT MUCH HIGHER SPEED ON THE RCA 601 


... get better results immediately ! 
.-. without reprogramming ! 


--. at approximately the same rental ! 


If you now have a vacuum tube, character 

addressable EDP system of another make, the new 

RCA SIMULATOR-COMMAND TRANSLATOR 
enables you to run your existing programs on the solid state 
RCA 601 at once, without reprogramming, in much less 
time than it now takes on your present equipment. The 
601’s much faster speed greatly reduces the cost per job 
and time saved is immediately available for other work. 


This important development is possible through the new 
RCA 653 Command Translator Unit, together with the 
601 Simulator Program. The 653 Unit automatically 
translates instructions and handles buffering and 
simultaneity control to fully utilize the greater speed of the 
601. The Simulator Program, delivered with the Translator 
Unit, does the rest of the job. 


Any time, at your convenience, you can use the English 
language RCA COBOL Narrator to replace your present 
programs with 601 programs... thus gaining a very large 
additional reduction in time required to do each job. 


The RCA Simulator-Command Translator is the first 

of a series of such units that will enable RCA EDP 

Systems to directly accept programs written for other 
systems, without change. For information write RCA 
Electronic Data Processing Division, Camden 8, New Jersey. 


The Most Trusted Name in Electronics 
RADIO CORPORATION OF AMERICA 
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La revista de noticias de mayor circulacion 






*K 


The newsmagazine with the greatest circulation 
...and IMPACT in Latin America 


Throughout Spanish-speaking Latin America this week Visién is — as 
usual — carrying out the unusual journalistic job of 





.. bringing Latin Americans important news from 
their sister republics as well as Cuba, the U.S., 
Algeria, Israel and Outer Space 


.. reporting firsthand from a Latin American view- 
point — not as a rehash of items written for 
North Americans 


..and — through its advertising pages — introduc- 
ing buyers in Latin America to a steadily growing 
list of the world’s leading manufacturers. 


In the first quarter of 1961 alone, advertisers invested 58% more dollars 
in Vision than in the second newsmagazine in the field. There are many 
reasons why and we'll gladly present them to you. 


VISION INCORPORATED « Vision Building * 635 Madison Avenue, New York 22, N.Y. * MUrray Hill 8-7500 


Sales offices in New York * Chicago * Los Angeles * San Francisco « London « Frankfurt * Tokyo * Mexico City * Santiago * Sao Paulo « Rio de Janeiro 


(Circle number 148 for more information) 
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Yours for the asking 








FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


Vv 
Financing and leasing 
If you're thinking of building or 
adding to a plant or office, this 
eight-page booklet offered by the 
Cunningham-Limp Co., Detroit, 
may give you some financing tips. 
The booklet shows several different 
ways to obtain building capital. 
For a free copy of this illustrated 


brochure, circle number 252 on the 
Reader Service Card. 


Vv 
Computer information 


This amply illustrated booklet is- 
sued by the Burroughs Corp. gives 
the background on computer devel- 
opment. The booklet describes sys- 
tems designed to meet the specifica- 
tions demanded by experienced 
computer users. 

For your free copy of “From 
Components to Computation,” circle 
number 217 on the Reader Service 
Card. 


Vv 
Fund-raising techniques 
This authoritative booklet out- 
lines the necessary steps to success- 
ful fund-raising. The amply illus- 
trated booklet is offered by the 
American City Bureau, Chicago. 
For your free copy of “Patterns 
of Successful Fund-Raising,” circle 


number 251 on the Reader Service 
Card. 


Vv 
Film availability 

Eighty-eight films on work sim- 
plification and industrial engineer- 
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ing techniques are reviewed in a 
new booklet released by Industrial 
Management Society. The booklet 
also explains how and where to ob- 
tain the films. 


For your free copy of the “IMS 
Film Rental Library,” write Indus- 
trial Management Society, 330 S. 
Wells St., Chicago 6, Ill. 


Vv 
Brandmarks investigated 


“Designing a brandmark” is a 
booklet offered by Lippincott & 
Margulies, Inc. 

It tells: why brandmarks are 
vital in today’s marketing, how 
they should be designed, and how 
they should be used to help build 


consumer acceptance for a brand- 
name. 


For your free copy of this 40- 
page booklet, circle number 242 on 
the Reader Service Card. 


v 
Tips on carpet care 


National Institute of Rug Clean- 
ing has a small booklet on carpet 
care which could save you money. 
A list of first aid treatment for most 
kinds of carpet mishap is included 
in this comprehensive booklet. 


For your free copy of “Tips on 
Cleaning Floor Covering,” write 
National Institute of Rug Cleaning, 
7355 Wisconsin Avenue, Bethesda 
14, Maryland. 





WORTH PAYING FOR... 





Physical distribution management .. . offers concrete quantitative 
analyses of the problems of physical distribution. Methods of total cost 
analysis, location analysis, sales forecasting, and inventory control. By 
E. W. Smykay, D. J. Bowersox, and F. H. Mossman, 283 pages, $8. 
Order from Macmillan Co., 60 Fifth Ave., New York 11. 


Managing America’s economic explosion . . . Provides new insights 
into some of the most vital questions facing the American economy 
today. These are the views of 22 leading executives, economists, and ex- 
perts in the business field. Edited by Dan H. Fenn, Jr., 269 pages, $6. 
Order from McGraw-Hill Book Co., Inc., 330 W. 42nd St., New York 36. 


Management international . . . is a new management magazine 
printed in four languages. It is published under the auspices of four 
internationally known management associations. Six issues annually, 
$10. Order from Adolph E. Grunewald, Graduate School of Business 
Administration, Michigan State University, East Lansing, Mich. 


Sales administration principles & problems . . . This is a fourth edi- 
tion, revised and brought up-to-date. Offers detailed coverage of effective 
principles of sales administration and practices in a variety of industries. 
By Bertrand R. Canfield, 635 pages, $7.95. Order from Prentice-Hall, 
Inc., Englewood Cliffs, N.J. 
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' 
THE PARK-SHERATON 
Rates: Single at $9.85, $11.50, $13.50, $15.00, Rates: Single at $9.90, $12.00, $13.50, $14.50. 
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NOTICE 


NOW SHERATON CONFIRMS 
THE RATE AS WELL AS THE 
ROOM ON ALL RESERVATIONS 


Sheraton Hotels announce another major innovation in guest service: confirmed rates 
on all reservations. Now you know in advance the price of your accommodations, and 
all room requests will be confirmed on a rate basis. 











First to offer travelers the convenience of immediate reservations via electronic 
RESERVATRON, Sheraton leads the industry again in serving you better. 


Typical Sheraton Confirmed Rates for Single Room: Chicago, Sheraton-Chicago — $9., $11., 
$13.50, $15. New York, Sheraton-Atlantic — $9.50, $11.50, $12.50, $14. Pittsburgh, Penn- 
Sheraton — $6.50, $7.50, $9.85, $12.50. St. Louis, Sheraton-Jefferson — $7.50, $8.25, $9.75, 
$11. Toronto, King Edward-Sheraton — $6.50, $7.50, $8.50, $10.50. 


Canada, and now overseas in Tel Aviv, Israel. 


S id E. RATO 60 Hotels in 42 cities coast to coast in U. S. A., Hawaii, 








(Circle number 150 for more information) 


the proudest name in 


HOTELS 


For Reservations by 
the new 4-Second 


Direct-Line Teletype 
call your nearest 
Sheraton Hotel 


EAST 


NEW YORK 
Park-Sheraton 
Sheraton-East 
(the Ambassador) 
Sheraton-Atlantic 
Sheraton-Russell 

BOSTON 
Sheraton-Plaza 

WASHINGTON 
Sheraton-Cariton 
Sheraton-Park 

PITTSBURGH 
Penn-Sheraton 

BALTIMORE 
Sheraton-Belvedere 

*Sheraton-Baltimore Ina 

PHILADELPHIA 
Sheraton Hotel 

PROVIDENCE 

*Sheraton-Biltmore 

SPRINGFIELD, Mass. 

*Sheraton-Kimball 

*Sheraton Motor Ina 

ALBANY 

*Sheraton-Ten Eyck 

ROCHESTER 

*Sheraton Hotel 

BUFFALO 

*Sheraton Hotel 

SYRACUSE 
Sheraton-Syracuse Ina 

BINGHAMTON, N.Y. 

*Sheraton Motor Inn 


MIDWEST 


CHICAGO 
Sheraton-Blackstone 
Sheraton-Chicago 

DETROIT 
Sheraton-Cadillac 

CLEVELAND 

*Sheraton-Cleveland 

CINCINNATI 

*Sheraton-Gibson 

ST. LOUIS 
Sheraton-Jefferson 

OKLAHOMA CITY 

*Sheraton-Oklahoma 

OMAHA 

*Sheraton-Fontenelle 

AKRON 

“Sheraton Hotel 

INDIANAPOLIS 

*Sheraton-Lincoln 

FRENCH LICK, ind. 

*French Lick-Sheratoa 

RAPID CITY, S. D. 

*Sheraton-Johnson 

SIOUX CITY, towa 

*Sheraton-Martin 

*Sheraton-Warrior 

SIOUX FALLS, S. 0. 

*Sheraton-Carpenter 

*Sheraton-Cataract 

CEDAR RAPIDS, towa 

*Sheraton-Montrose 


SOUTH 


LOUISVILLE 
*Sheraton Hotel 
*The Watterson 
DALLAS 
*Sheraton-Dallas 
HOUSTON 
Sheraton-Lincoln 
(Opens Spring 1962) 
NEW ORLEANS 
Sheraton-Charles 
MOBILE, Alabama 
*Sheraton-Battle House 


WEST 


SAN FRANCISCO 
Sheraton-Palace 

LOS ANGELES 
Sheraton-West 

PASADENA 

*Huntington-Sheraton 

PORTLAND, Oregon 
*Sheraton-Portland Hotel 


HAWAII 


HONOLULU 

*Royal Hawaiian 
*Princess Kaiulant 
*Moana 
*SurfRider 


CANADA 

MONTREAL 
*Sheraton-Mt. Royal 
*The Laurentien 
TORONTO 

*King Edward Sheratee 
NIAGARA FALLS, Ont. 
*Sheraton-Brock 
HAMILTON, Ont. 
*Sheraton-Connaught 


OVERSEAS 
ISRAEL 


TEL AVIV 
Sheraton-Tel Aviv 


*Free Parking 
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Do you know 


the law on 


Delivery 
CAN DELIVERY TO A CARRIER COMPLETE A SALE? 


The question— The law states that delivery of goods to 
the purchaser fulfills a sale. But if the purchaser does 
not receive the goods at the seller’s place of business 
and the goods have to be shipped, does delivery to the 
carrier complete the sale? 


The answer— Yes. When goods are to be shipped, de- 
livery to a carrier or place specified by the purchaser 
is considered delivery to the purchaser and the sale 
is considered completed. 


Case one—A contractor in Texas ordered some lum- 
ber and other building material from an Oregon lum- 
ber company. This order read, in part, “Invoice: E. E. 
Cloer, Inc., Post Office Box 1506, Harlingen, Texas. 
Ship to E. E. Cloer, Harlingen, Texas. Shipping in- 
structions—rail. Furnish the following materials, com- 
pletely fabricated (except as noted) and knocked 
down, FOB our plant, Portland, Oregon, with freight 
allowed to Harlingen, Texas.” 

This material was to be used on an Air Force 
base. When the lumber was loaded on the cars 
at Portland it was all of contract grade. Some time 
after its receipt at Harlingen, over 47,000 board feet 
were rejected by the Army engineers for failure to 
meet specifications. When these defects appeared, 
each party maintained that it was the loss of the other. 

The Texas contractor contended that the contract 
did not show on its face the place for delivery and 
that title to the lumber could not pass until its ap- 
proval was given at the Texas air base. The contractor 
also maintained that the provision, “FOB our plant, 
Portland, Oregon,” referred merely to the price and 
not to the place of delivery. 

But the court decided that the seller’s obligations 
had been fully met. It held that the material was de- 
livered to the purchaser when it was loaded on the 
cars at Portland, where it was admittedly of contract 
grade. 

The court said, “The fact that goods are to be 
shipped to a certain place does not show that the 
seller is to deliver them at such place. In the absence 
of an agreement to deliver at a particular place the 
presumption is that delivery is to be made at the place 
of sale. If the goods are to be shipped to the pur- 
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chaser, in the absence of an agreement to the contrary, 
delivery to a common carrier is delivery to the pur- 
chaser... 

“And if the property at the time of such delivery is 
in the condition as to quality which the purchaser is 
entitled to receive, this will constitute a performance 
of the agreement of sale and any loss of the property 
thereafter will fall, not upon the seller, but upon the 
buyer.” 


E. E. Cloer, General Contractor v. Timber Struc- 
tures, 270 S.W. 2d 693, Texas, July 2, 1954. 


Case two— This case emphasizes the rule that goods 
do not become the property of the purchaser until 
they have been delivered in accordance with the terms 
of the purchase contract. 

A purchaser wrote to a lumber dealer in Kentucky, 
“Writing you further, relative to walnut logs, we will 
take what you have out, provided it is with the dis- 
tinct understanding that you put the logs on the rail- 
road at Hickman.” 

Later two piles of logs were put on the bank of the 
Mississippi River instead of on the cars the purchaser 
specified. This letter, said the court in its decision, 
specifically stated that the purchasers would take the 
logs in question provided they were put on the cars 
at Hickman. 

Holding that there had been no delivery of these 
logs and hence no sale, the court concluded, “We are 
of the opinion and so hold, that viewing this case in 
the light most favorable to the seller, he has failed to 
show compliance with the terms of the said sale.” 


Adams v. Pickrel, 232 S.W. 2d 271, Mo., June 28, 
1921. 


Case three— Many years ago, the Standard Oil Co. of 
Cleveland contracted for the purchase of a million oil 
barrel staves to be sawed and manufactured of “good, 
sound, white oak.” As rapidly as these staves were 
turned out, they were placed by agreement on a lot 
owned by the oil company and there counted. Pay- 
ment was made to the seller on the basis of the count. 

The agreement contained the clause that upon the 
piling and counting, as provided, “The delivery of the 
same shall be deemed complete and said staves then 
become and thenceforth be the property of the pur- 
chaser absolutely and unconditionally.” 

Later, a third party brought an attachment suit 
against the seller and seized the staves as part of the 
seller's property. The seller claimed that he no longer 
owned the staves, and that they belonged to the oil 
company. The controversy ultimately came before 
the United States Supreme Court. Holding that the 
staves having been delivered at the point agreed 
upon, were the property of the oil company, that court 
said, 

“In a contract of sale, if no place of delivery is 
specified in the contract, the articles sold must, in gen- 
eral, be delivered at the place where they are at the 
time of the sale, unless some other place is required 
by the nature of the article or by the usage of the 
trade or the previous course of dealing between the 
parties, or is to be inferred from the circumstances of 
the case.” 


Hatch v. Oil Co., 100 U. S. 124, Oct., 1879. 
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now X marks 
0) 0B aan) OLOLE 


On June 1 the name of our com- 
pany changed from Haloid Xerox 
Inc. to XEROX CORPORATION. 
Therefore, you will want to bring 
your reference files up-to-date. Then, when you're looking for 
information on office copiers, high-speed continuous printers 
and other reproduction equipment, you will find it—under ‘*X.”’ 
a Why this curious name ‘‘Xerox’’? The word is of classic origin 
and stems from the Greek xeros, meaning ‘‘dry.’’ And dry de- 
scribes, perhaps as well as one word can, the revolutionary 
process on which our copiers and printers operate. = The initial 


XEROX 


CORPORATION 


“*X’"’ in all English words of ancient Greek origin is pronounced 
as a ‘‘Z.'’’ Hence, Xerox is pronounced zerox... but here we 
part company with all things ancient and Greek! = For the Xerox 
in our new corporate name stands for a modern, progressive, 
research-oriented company which, through exciting new prod- 
ucts, is making its mark in the growing field of graphic com- 
munications. = In meeting the needs of modern business for 
better ways to record, condense, store, and recall the sheer 
mass of information, XERox CorPoRATION helps management to 
manage the future. For more information on our company, write 
XEROX CorPorATION, 20 Haloid Street, Rochester 3, New York. 


(Circle number 144 for more information) 
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Fow to make 


your customers 


train your salesmen 


Sounds ridiculous. But the fact is many firms project on a movie screen 
a typical customer who talks back to the sales trainee. The result is a 
salesman who knows how to handle customer objections and 


complaints. Here are the facts on this unique training method. 


Es | magine your best 
customer training your salesman. 

What would happen? 

First, he gives your salesman his 
reasons for not wanting to buy your 
product. 

Next, he pauses to listen to your 
salesman’s counter arguments. 

If your salesman does a poor job, 
your customer waits while your 
sales supervisor points out mistakes. 
The customer then repeats and re- 
peats his position until your sales- 
man has mastered your product's 
selling points. 

Sound ridiculous? It’s true your 
best customer hasn’t the inclination 
or the time to train your salesmen. 
However, this is the situation that 
talk-back films simulate. 

Many companies find that talk- 
back films help produce salesman 
enthusiasm—and more sales. 


What are they? 


Talk-backs are endless loop films. 
They are tailored to represent spe- 
cific sales situations. They put a 
prime prospect on the screen—along 
with his buying objections. The 
prospect voices typical objections 
and then pauses to permit the sales- 
man-viewer to answer. A diminish- 
ing time bar on the screen shows 
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the salesman how much time he has 
left to answer the objections. After 
all, he couldn’t hold the customer’s 
attention for ever in a real life sit- 
uation. 

Talk-back films are produced by 
many film companies. One firm 
which specializes in them is Semi- 
nar Films, Inc., New York. This 
firm originated what has become 
known as the “seminar technique.” 
A company’s particular sales prob- 
lems and program are studied, then 
incorporated into a film. The film 
usually runs about five minutes. 

The films lend themselves to 
group sessions. Each sales trainee 
can play the talk-back role once or 
several times. Then his mistakes 
and strong points can be discussed 
by the group. The sales supervisor 
is free to observe and evaluate, 
while the film repeats the “lesson” 
as often as desired. 


Ideal salesman 


Some films have an opening loop 
that depicts the “ideal salesman” in 
operation. His sales-clinching argu- 
ments cover the principal points 
your salesman should know. 

This feature is especially useful 
if you operate a far-flung sales net- 
work. For instance, if you add a 











new product to your line, you could 
send a talk-back film with an in- 
structor-loop to all your outposts. 
This would assure you of uniform 
sales presentation without having 
to send sales supervisors or sales 
training forces all over the country. 
This feature would also assure you 
that new salesmen are “broken in” 
correctly. 


They match your problem 


Whatever your sales situation 
may be, chances are a_talk-back 
film can be developed to meet your 








Don’t tie up hours of your secretary’s valuable time with 
simple copying tasks. The all new Contouramatic Mark III 
photocopier makes perfect, photo-exact, black on white 
copies of all your paperwork in seconds — freeing clerical 


help for more important duties. 


You'll discover that the Mark III is the most versatile ma- 
chine in your office — as indispensable as the typewriter! 


Write today for free booklet ‘115 Ways a Photocopier can 
Save You Money” and new Mark III brochure. 


F. G. LUDWIG, Inc. 
subsidiary of Anken Chemical & Film Corp. 


723 Coulter Place, Old Saybrook, Conn. 


are you paying this girl $2°° 
per hour to do work that the 


CONTOURAMATIC marxlll 
will do for less than 25¢ ? 


needs. The seminar technique has 
proved to be adaptable to a wide 
range of sales training situations. 
For instance, one talk-back was 
created to be used as a visual aid 
for teaching telephone interviewing 
techniques. This was recently com- 
pleted for the Commercial Credit 
Corp. The film was designed to im- 
prove loan managers’ telephone in- 
terviewing techniques. Primary 
investigation showed that the most 
successful phone interviewers vis- 
ualized the facial reactions of the 
person on the other end of the line. 
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The film helps the loan managers 
to learn how to imagine the reac- 
tions of the people they interview 
by phone. The film portrays for 
them the typical customer reactions 
to their telephoned questions. 


Are talk-backs successful? 


Do talk-backs bring results? The 
fact that such firms as American 
Telephone and Telegraph, Chase 
Manhattan, Du Pont, General 
Foods, Schlitz, Electrolux, and 
Philco have ordered talk-back films 
would indicate that they are doing 
a good job. 

Although no company has used 
the program with only half of its 
sales force, to provide a_ specific 
test, many have evaluated it by 
sales and the enthusiasm’ with 
which the salesmen received it. 

The sales training manager of 
Maxwell House Division of General 
Foods says: the loops were 
enthusiastically endorsed by the 
sales force.” One salesman reports: 
“Not once did my mind stray from 
the thought of selling. With this 
method of teaching, each person 
must stay alert... . I wish I had 
seen the films when I first started. 
. .. I had to learn the hard way 
what kind of people I would en- 
counter each day.” 


Other opinions 


An automotive jobber _ says: 
. . Our salesmen act as though 
they had just been hit with a 
needle. They're selling like mad 
men. They have new confidence 
and well-laid plans before they ap- 
proach customers. For our company 
the results speak for themselves.” 
Berkshire Life Insurance Co. 
sales promotion director says: “We 
have featured our new film training 
in trade advertising. Immediate 
and measurable results are: a great 
deal of favorable publicity for the 
company, tremendous interest in 
insurance circles in our agency 
cities, enthusiasm and pride on the 
part of the sales force, and a greatly 
increased recruiting rate.” 


“ 


Summary 


As these testimonials show, talk- 
back films can bring results. It 
doesn't matter if your product is 
tangible like coffee, or intangible 
like insurance; talk-backs can help 
your salesman sell. = 
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THIS IS THE NEW ROYALTYPER, A 100% 
BETTER WAY TO DO AUTOMATIC MASS TYPING 
JOBS THAN OLD TWO-UNIT SYSTEMS. 


You claim so much. Be specific. What’s new and better about it? This: it’s single-system. 
i It does its punching and its typing all with one simple standard keyboard. See the keyboard in 
: the picture down there? That’s it. The Royaltyper tape is an exclusive, too. Its card width is 
, designed for ease of handling and storage economy. 
Another standard feature: automatic tape reproduction, 
to permit easy revisions and updating. Is punching 
any easier than with other automatic typewriters? 
About 100% easier. Any typist can do it without special 
training. Tell how. She rolls in a piece of paper, flicks 
a switch, types the first letter, just as she’d type any 
letter. This automatically punches the tape, and the 
operator sees every word she 
punches. You mean there’s 
no blind punching? No blind 
punching as in outmoded 2- 
unit systems.Then the machine 
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takes over—at 135 words per 
minute all day long. Number 
of copies: unlimited. If you 
ever have personalized first 
copy mass mailings to get out, 
and you’re tired of paying the 
price of independent punch- 
ing or operator training... 
Where can | get literature? 
I’m going to tell you: get in 
touch with Royal McBee Corp., 
Port Chester, N. Y. 
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Oh, yes. One more thing. | bet it costs like... 
No. Royaltyper is firmly in line with other systems. 





A PRODUCT OF ROYAL McBEE CORPORATION, WORLD'S LARGEST MANUFACTURER OF TYPEWRITERS. 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


KEEP AN EYE ON 
INDIRECT COMPETITION 


# It’s No LONGER possible to evalu- 
ate your competitive position sim- 
ply by watching what other com- 
panies in your field are doing. 
For instance, the most powerful 
pressure on reducing salons comes 
not from their direct competitors, 
but from the new 900-calorie- 


formula food diets. 

Smart gasoline distributors are 
keeping a closer watch on possible 
chemical gas substitutes such as 
fuel-cells than on other gas brands. 

Marketing Pointers _ recently 
warned management not to over- 
look possible technological changes 
that could obsolete their present 
product line. 


DON'T KILL PRODUCTS 
WITH PACKAGE DESIGN 


= EXPERIENCE SHOWS that most new 
products fail. 

You can cut your chances of 
product failure by following the ad- 
vice of Gerald Stahl, Inc., New 
York industrial designers. 

They suggest these five don'ts: 

1. Don’t play “follow the leader.” 
To use the same type of design, 
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format, and approach of your com- 
petition is foolish. Think of your 
product as being unique. What's 
right for your competitor's product 
is not necessarily right for yours. 

2. Don't design the package to 
please yourself. The effective pack- 
age design meets the needs of its 
market—not its maker. 

3. Don't design the package for 
the market of the past. The buying 
public is fickle. The tried-and-true 
format may well be what’s holding 
sales down. 

4. Don't forget about how the 
product will look at its selling 
point. Just because the design looks 
perfect on the conference table 
does not mean it will fit into its 
sales floor surroundings. 

5. Don’t relax because you have 
found a successful design. Only by 
being constantly on your toes can 
you be certain that your package 
design is up-to-date. 


CUT PAYROLL HANDLING 35% 
WITH “LEAPFROG WITHHOLDING” 


= You CAN cut payroll handling 
costs if you use a “leapfrog with- 
holding” system. 

Marion R. Reich, of the Oakland, 
Calif. CPA firm of Thompson, 
Dechow, Johanson & Reich, sug- 
gests that you take payroll deduc- 
tions only on alternate paydays. 
Treat the first check as an advance 
against salary. 

For instance, an employee who 
earns $100 per week has a take 
home pay of roughly $80. One week 
give him $80 and mark it down as 


an advance against salary. The 
next week pay him $200 gross. 
Along with the payroll deductions 
you deduct the $80 advance. This 
leapfrogging will work for any pay- 
roll setup. If you pay twice a 
month, you make deductions once 
a month. 

Mr. Reich’s firm has cut payroll 
handling costs by 35% since they 
started the leapfrog system. 


COMBAT ENGINEER 
DISSATISFACTION 


= YOU CAN EFFECTIVELY combat the 
unrest, dissatisfaction, and disen- 
chantment that exists in the engi- 
neering profession. This is the ad- 
vice of Deutsch & Shea, Inc., New 
York management consultants. The 
firm recently completed a study of 
engineers’ attitudes. 

Here are its recommendations: 

Engineers are intensely work- 
oriented and eager to prove them- 
selves. Management can take ad- 
vantage of this if it assigns engi- 
neers to projects that utilize their 
skills and motivations to the full. It 
is costly and wasteful to have engi- 
neers work on projects that con- 
script only part of their abilities. 

Engineers want freedom to use 
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their own approaches in solving 
problems. Management can further 
creative efforts by giving technical 
people as much freedom as _ pos- 
sible. 

Engineers strongly resent unre- 
lated and excessive amounts of rou- 
tine and paperwork. Management 
has often found that it saves money 
to hire secretaries to handle engi- 
neers’ paperwork. This relieves re- 
sentment, and gives the engineer 
more time to put his engineering 
skills to work. 

Engineers are highly motivated 
by status. Management can use this 
fact by letting engineers publish 
under their own names, encourag- 
ing them to do graduate work, and 
giving direct and concrete recogni- 
tion of their value to the company. 


DEFINE EXECUTIVE 
JOB RESPONSIBILITY 


=s EXPERIENCE HAS SHOWN | that 
clearly defined executive job re- 
sponsibilities will increase manage- 
ment effectiveness three ways. 

1. Many companies have found 
that job definitions have cut the un- 
productive orientation time usually 
taken by new men. 

2. When the duties of each man 
are clearly defined, companies have 
noticed less frustrating delays in 
job performance. 

3. The job definition sheet lets 
each man know exactly where he 
stands. This has proved to be a 
great morale-plus factor. 


GET BETTER RESULTS 
FROM EMPLOYEE TALKS 


» YOU CAN GAIN insights into em- 
ployee motivation, uncover produc- 
tion problems, and discover unex- 
pected skills and talents by talking 
with your employees. 

But effective boss-to-employee 
talks don’t just happen—they are 
planned. Experience shows that 
you can get more out of employee 
talks if you follow these suggestions 
from Commonwealth Service, Inc., 
New York management consultants. 
Study the man—Check his personal 
folder for facts on family, hobbies, 
and outside interests. If possible, 
speak about him with others in the 
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Child’s play 


Any person who knows basic arithmetic—even a school child —can 
quickly master the operation of the Friden calculator. The reason? 
Unlike other machines, the Friden has a separate multiplier keyboard. 
One number goes on the main keyboard, the other on the multiplier 
keyboard. A control key is touched, the answer appears. 


Because this exclusive system duplicates the natural method of solving 
arithmetic problems, operators learn the machine more quickly, oper- 
ate it more rapidly, make fewer errors. 


The multiplier keyboard is just one unique feature of the Friden. 
Actually, it performs more figurework steps without operator deci- 
sions than any other calculator. (The Friden is aptly called, “The 
Thinking Machine of American Business.”) Your local Friden Man 
will gladly demonstrate. Or write: Friden, Inc., San Leandro, Calif. 


THIS IS PRACTIMATION: automation so hand-in-hand with 
practicality there can be no other word for it. 


Kriden 


SALES, SERVICE AND INSTRUCTION 
THROUGHOUT THE VU. S. AND WORLD 


© 1962 FRIDEN, INC. 
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Parts requisitions being written to stores 
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Boeing saves manhours, 
expedites parts requisitioning 


with Electrowriter® Systems 





When key production or field areas at Boeing’s ... remote parts stores. Here, written requests 
Transport Division urgently need parts, they are instantly recorded as the sender writes. 
request them by writing direatly on Electro- Stock clerks take Electrowriter messages, 
writer Transmitters to... quickly fill orders. 


Electrowriter Systems have streamlined special parts requisitioning for 
the Transport Division of Boeing Airplane Company at Renton and 
Seattle, Washington. Formerly, urgent parts requests were handled by 
messenger, telephone, or squawk box. Now, with Electrowriter substan- 
tial savings in manhours are effected on the production lines and in 
parts stores. The savings pay for the Electrowriter Systems many times 
over. There are no more verbal mixups or delays. Immediate trans- 
mission of written requisitions speeds receipt of parts and provides 
permanent records which pinpoint responsibilities. At the parts stores 
Electrowriter receives questions completely unattended, releasing per- 
sonnel for order filing. 


Electrowriter combines the 
speed of the telephone voice 
with the accuracy of written in- 
structions. Send for complete 
information. 






Eetbaouriler’ 


) COMMUNICATIONS SYSTEMS BY 
- COMPTOMETER 


Comptemeter Corporation, 5600 Jarvis Avenue, Chicago 48, Illinois. SPring 5-2400. Offices in Principal Cities. 
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company. Is he ambitious, poker- 
faced, or sensitive? This “personal” 
knowledge may give you hints on 
how to handle him effectively. 
Study yourself—If you're like most 
people, you will start with several 
biases. These concern the employee, 
the people he works with, or the 
job he does. If you recognize and 
understand your biases, it will help 
you temper your judgments and 
put them in the proper focus. 

Plan contents of talk—This helps 
you control the discussion. Too 
many men don’t think about what 
they want to say until they start to 
say it. Gather any statistics or re- 
ports that you plan to discuss ahead 
of time and have them ready. 
Time and place—Don't give the 
employee time to worry. If you 
notify him two weeks in advance, 
he may become nervous wondering 
what you want. Make the appoint- 
ment at a mutually convenient 
time and give the employee only a 
few hours notice. 

The place can be your office, 
conference room, or his work area. 
Sometimes the coffee area may 
create a relaxed atmosphere. 

Put the man at ease—If you can, 
start in lightly with one of his out- 
side interests. And tell the man 
what he’s doing well before you 
mention his shortcomings. 

Don't use fighting words—‘“Fail- 
ure,” “inefficiency,” “shortcomings” 
are words that contain a subtle in- 
sult. Avoid them whenever pos- 
sible. 

Listen—You want to learn what 
motivates the employee. Listen and 
he will tell you. Take lots of time. 
Let him feel that what he has to 
say is important to you. 

Open the door for future meetings 
—Inviting the employee to drop in 
when he needs advice may bring 
him back. You often learn much 
more on the second time around. 


WIN PUBLICITY WITH 
UNIQUE ATTRACTIONS 


# You CAN GaIN added publicity if 
you use an unusual device to at- 
tract the attention of the press. 
Baird Machine Co., Stratford, 
Conn., had a record press turnout 
for the recent 1961 Beaver tractor 
demonstrations. 

To entice the press the company 
turned to old fund raising tech- 
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Business environment inspired by Nature: with a few simple components the new Forecast 


Series by Mills frees the designer to create a unique movable interior partition system for 


every client. Write for details. 
i SSS ee vy ne 


J \\ | 
\\ 
1] 


l 
1 


THE NEW FORECAST SERIES BY MII LULUS 


—qg 


Tt 


Th 
| 

















Meu Ld 


NOW! A LOW-COST WAY TO AUTOMATE MANAGEMENT CONTROLS 





KEYSORT® DATA PROCESSING 


Fast, accurate management controls are at your finger- 
tips with low-cost Keysort Data Processing. 

Keysort Data Processing is being used by hundreds of 
businesses for fast reports on inventory, order and sales 
analysis, job and labor costing, and other vital data in 
every phase of management control. 


Fits any size plant 
Keysort has many advantages. No restrictive proce- 
dures; minimum training, great economy, simplicity of 
installation and operation. In fact, Keysort is the only 
automated data processing system flexible enough to 
fit your business as it stands and as it grows. And at a 
cost well within your company’s budget. 


Cuts clerical work 
With Keysort you use easy-to-handle punched cards— 


mechanically created for rapid sorting and classifica- 
tion. Figures are automatically tabulated, results sum- 
marized direct to reports, giving you the meaningful 
on-time information you need for complete control of 
your business and profits. 


Ask us for case histories 


Your Royal McBee Data Processing Systems Repre- 
sentative has had a wealth of experience in solving 
management control problems. Working with you, with 
your systems and procedure experts, he can offer help- 
ful advice about a low-cost Keysort system tailored to 
your individual requirements. Call him, or write us at 
Port Chester, N. Y.—indicating the applications in which 
you are interested—and we will be happy to supply you 
with case histories from our files. 


ROYAL MCBEE corporation 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 
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niques: box lunch, theatre party, 
and a give-away. 

The press invitations called for 
an outdoor tractor demonstration 
in the morning. This was followed 
by an old-fashioned picnic box 
lunch. After lunch, the press was 
treated to a performance at the 
Stratford Shakespeare Theatre. 
Later the pressmen reassembled for 
a drawing; the winner received a 
new Beaver tractor. 

The results: after comparing the 
number of pressmen who appeared 
at the May '61 showing with the 
number at previous demonstrations, 
company officials said that the 
added trouble and expense was 
fully justified. 


EASE EMPLOYER-EMPLOYEE 
RELATIONS WITH RATING FORMS 


a HERES A DUAL-RATING method 
that can help ease employer-em- 
ployee relationships. 

Many companies are turning to 
dual-rating forms in order to take 
the sting out of supervisory criti- 
cism. 

The forms usually consist of a 
list of work characteristics most 
meaningful to the company’s pro- 
duction situation. The employee is 
asked to rate himself on each char- 
acteristic on a zero to 10 scale. The 
supervisor also rates the employee 
on the same items but on a sepa- 
rate sheet. 

The supervisor, by comparing the 
two sheets, can find points of 
agreement with which to begin a 
constructive criticism. 

Most companies find that worker 
and supervisor are in relative agree- 
ment throughout. Asking a man to 
improve in an area in which he 
recognizes his own weakness is 
much easier than criticizing him by 
pointing out his weakness to him. 


DON'T PROCRASTINATE 
HIRING TECHNICAL MEN 


=» YoU MAY NEED engineers and 
scientists more than they need you. 
Don't lose them through procrasti- 
nation, red tape or poor handling. 

Arthur R. Pell of Harper Asso- 


ciates, New York City personnel 
consultants, suggests eight basic 
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CITED BY FACTORY MAGAZINE AS ONE OF TEN TOP PLANTS OF 1961 
More than 1400 skilled workers are employed by Robertshaw- 
Fulton Controls Co. in $4 million plant at New Stanton, Pa. 
New 360,000-sq.-ft. building houses facilities previously in 
three separate plants. 


FRANK H,. POST 


WESTern PENNsylvania plants have won ‘‘top ten’’ awards for two con- 
secutive years: this year, Robertshaw-Fulton; last year, Screw & Bolt Corp. 
of America. Fulfilling the exacting requirements of these two industries 
wasn’t easy, but WESTern PENNsylvania filled the bill. 

For example, Robertshaw needed a large-acreage site, wanted to retain 
its trained work force, plus the transportation and advertising advantages 
of being adjacent to the Pennsylvania Turnpike. 

‘It takes skilled hands to work on controls,’’ says Frank H. Post, vice 
president, Robertshaw-Fulton Controls Co. ‘‘We can tap all kinds of skills 
in this area, so we upgrade our output, boost volume, operate at lower 
costs. Here is a prime location for our three facilities—now under this one 
superb roof." 

With capable assistance from West Penn Power’s professional plant 
location specialists, and accurate and detailed information about the area, 
you too can plan today for tomorrow's progress in WESTern PENNsylvania 
—the top plant location. 


Send coupon or call: 


WEST PENN 
POWER 


an investor-owned light and power company 
an operating unit of ALLEGHENY POWER SYSTEM 


locate 
your plant 


WESTern 


PEN Neylvania 

















i —————=——_ °°  °  ..-""""cTcc\"-""-" —" 
| MM LR | 
| WEST PENN POWER ! 
| Area Development Department, Greensburg, Pa. | 
Phone: TEmple 7-3000 (Area Code 412) | 
Please: [_] Send Plant Location Services Booklet | 
| (_] Send Catalog of Available Plants and Sites | 
| [_] Have Plant Location Specialist Call | 
Name SS TD tid: ___Title 
| Company _Phone 
| 

| Address___ ame eens 4 a ceed ee | 
City___ : Zone________ State ; 
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LET LAMSON ENGINEERS show you how 
the expert use of accessories can trans- 
form a number of stubborn conveyor 
units into a free-flowing, flexible con- 
veying system. 


Some of the LAMSON accessories are 
shown at left. But others like UPEND- 
ERS, ROLL-OVER FRAMES and DROP ROLL 
SECTIONS must be designed and custom 
made by LAMSON for specific applica- 
tion problems. 


And not one such problem has arisen 
during the past 80 odd years that 
LAMSON engineers could not solve. 
They’re justly famous for providing 
efficient, complete, ‘Turn Key Jobs.” 

Check LAMSON for advice. Send for 
the new conveyor ae... 
catalog today. a 
Write 114 Lam- 
son St., Syra- 
cuse 1, New 
York. 

















THREE RAIL SECTIONS 





TURNTABLES 





Pioneers the Conquest oF inNeR sPAce 








PLANTS IN SYRACUSE, SAN FRANCISCO AND TORONTO, CANADA @ OFFICES IN ALL PRINCIPAL CITIES 


Manufacturers of Airtube® (Pneumatic Tube Systems) © Integrated Conveying Systems © Pallet Loaders 
Selective Vertical Conveyors © Bookveyors® Clinical «©  Trayveyors@® © Food Service Systems 
Blowers and Exhausters © Exidust® Central Vacuum Cleaning Systems © Dryset® Air Vacuum Systems 
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rules to follow when hiring tech- 
nical men. 

1. If interest in the man is sut- 
ficient at initial contact, it may be 
best to invite him to the plant at 
once. 

2. Do not insist on completion of 
application or other forms before 
extending the invitation. 

3. Plan his trip to your plant 
carefully. Remember, you have to 
sell him on your company. 

4. To save time and to keep him 
from standing around waiting, it 
will help to have the _ technical 
people he is to see alerted and pre- 
pared to talk with him. 

5. Have those who will make the 
hiring decision discuss the candi- 
date while he is still at the plant, if 
at all possible. 

6. It saves time to check refer- 
ences by telephone immediately. 

7. Let the candidate know where 
he stands. If you cannot make the 
offer then, he would appreciate 
knowing when he could expect it. 

8. Phone him to make the offer. 
Confirm with letter. 


INTEGRATE DEPARTMENTS 
WITH JOB SWITCH 


=» YOU CAN INCREASE departmental 
cooperation if you temporarily 
switch department heads, says 
Communication in Action. 

The president of a large retail 
food chain solved a major problem 
recently by having two executives 
exchange jobs for a two-week pe- 
riod. The same method could work 
for you. 

The retail chain had always spe- 
cialized in strong promotions of 
short duration. Major problem was 
timing the delivery of promoted 
items to warehouses and outlets. 
Ahead-of-time delivery only clogged 
store and warehouse shelves and 
boosted inventory costs beyond rea- 
son. 

Meetings between the sales man- 
ager and the transportation coordi- 
nator to meet the problem repeat- 
edly broke down. Both appealed to 
the president to: “Please straighten 
that guy out.” 

After the president had them 
switch jobs, each had a new per- 
spective. They were able to see how 
important each was to the other. 
Further, they gained an _ under- 
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standing of the handicaps the other 
worked under. 

Results: this new perspective al- 
lowed them to completely integrate 
the two departments, and annual 
inventory handling costs were re- 
duced by $100,000. 


SAVE DATA PROCESSING COSTS 
WITH TOTAL PLANNING NOW 


s Don’t BUY A DATA processing unit 
unless you plan for total mechani- 
zation first. That’s the advice of ex- 
perts in the field. 

Most companies carefully —bal- 
ance price against use before buy- 
ing high price data processing 
equipment. However, many neglect 
to plan for the future. 

Results: when it comes time to 
purchase further units, they often 
find that the old unit is not com- 
patible with the new units. 

Experience has shown that it pays 
to plan for a complete data proc- 
essing system at first. Then pur- 
chase a single unit application that 
fits into the total plan. 


USE TIME FACTORS 
TO DRAMATIZE SAFETY 


=» YOU CAN MAKE your employees 
more safety-conscious if you point 
out the safety time factor, says 
Safety Review. 

Take the time to show people 
how long safety takes. 

It takes a minute to write a 
safety rule. 

It takes an hour to hold a safety 
meeting. 

It takes a week to plan a safety 
program. 

It takes a month to put it into 
operation. 

It takes a year to win a safety re- 
ward. 

It takes a lifetime to make a safe 
worker. 

It takes just one second to de- 
stroy it all with one accident. 


DON'T DO YOUR 
EMPLOYEES’ WORK 


= Ir 1s EAsy for an executive to do 
other people’s work. When he does 
he’s neglecting his own job—man- 
aging. 
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Here are several well-known ex- 
ecutive types who neglect their 
jobs. If you can see a little of your- 
self in any of these types, it may 
be time for some serious self-eval- 
uation. 


The detail hugger—He’s in the 
mail room. (“Have we got enough 
stamps?”) He’s bothering  secre- 
taries. (“How do you put a new 
ribbon on the new machine?”) He’s 
in the company cafeteria. (“How 
long does it take to fix cole slaw?”) 


The kibitzer—He is busy looking 
over people’s shoulders, and con- 
tinually drops in on other depart- 
ments. He just wants to know how 
everything is going. 


The overflowing desk man—Wastes 
his time signing and creating in- 
numerable notes, memos, requisi- 
tions, and other inter-office trivia. 


The open door man—“My door is 
open to everybody at all times,” is 
his boast. So he spends his day talk- 
ing to employees about trivial ques- 
tions they could have answered for 
themselves. 


The specialty man—He used to be 
a salesman and spends time on the 
road_ whenever possible. Some- 
times he’s an ex-engineer who hap- 
pily redesigns every blueprint that 
passes his desk. Whatever his spe- 
cialty, you can bet he manages to 
spend more time on it than on man- 
aging. 










































any hour... 
24 hours a day! 


AUTOMATIC AIRTUBES 
are always at your service... day 
and night, week in and week out. 

Operation is simple. Set the dials 
and dispatch the AUTOMATIC CAR- 
RIER. It flies through AIRTUBES to 
an AUTOMATIC MONITOR which 
redispatches the carrier to the 
ordered station. 

These modern LAMSON CARRIERS 
are commodious . . . measure 14” 
long, 554” deep and 274 ,” wide— 
inside. AUTOMATIC SYSTEMS are 
flexible ... handling any number 
of stations with ease. 

Central Station personnel are 
eliminated and each carrier’s 
load is guaranteed secure. Be 
sure you’re up-to-date on all mod- 
ern LAMSON AIRTUBE SYSTEMS. 
Read the new AIRTUBE catalog. 
Write today to 114 Lamson 
Street, Syracuse, New York, 
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Fiow to protect your firm 


against executive pirates 


Unlike the buccaneers of old, executive pirates are no hit-or-miss operators. 
When they ve locked their sights on an executive, the chances are high they 
can woo him away. But you can minimize the chance that an executive man- 


hunter will capture one of your key executives. This article explains how. 


These three executive “pirates” tell how to 
protect against men like themselves. 


J. Francis Canny (left) 
President, Hoff, Canny, Bowen & Associates, Inc., 
New York 


“Certainly we'll try to capture a 
competitor's best man.’’ 


Hardy Jones (right) 
Vice President, Ward Howell Associates, Inc., 
New York 


‘“‘We can often get a man because 
we know what he wants in the way of a 
career. This is the gut of the whole thing.”’ 


Rawle Deland (far right) 
Partner, Thorndike Deland Associates, New York 


“The better the company, the more it’s in 


danger of being raided.” 
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« Executive pirates strike subtly, often like this: 

The target is sitting in his office. The phone rings. 
He answers and hears: “Hello, Mr. Brown? My name 
is John White. I represent an executive recruiting firm. 
We've been asked by a large chemical company to 
find a director of research. I know the company well 
and I know the job. The qualifications are strict, but 
it's a good opportunity for the right man. I wonder if 
you know anyone you could recommend for the job?” 

Nine times out of 10, Mr. Brown answers, “Well .. . 
I do know one or two men... but, say, could you 
tell me a little more about the job?” 

That's just the reaction the recruiter expects. Mr. 
Brown hasn't specifically said he’s interested in the 
job, but he hasn’t brushed it off, either. The phone 
call (semetimes it’s a letter) is designed to pique the 
target’s interest—without actually asking him if he'd 
want to consider the position. 

Before the phone call, the recruiter has done a pre- 
liminary check on Mr. Brown. It shows that Mr. Brown 
might be a good candidate for his client. The pre- 
liminary contact made, the recruiter now has reason 
to believe Mr. Brown is probably interested. At this 
point, the recruiter begins an extensive investigation 
on his target. If he proves to be the kind of man his 
client wants, the recruiter comes back to Mr. Brown. 
(In some cases, the target gets back to the recruiter 
first, which is a clear indication of his interest.) He 
gives Brown more details about the job and arranges 
for an interview with the client. If the client likes 
Mr. Brown, he'll make an offer. If it is attractive— 
and you can bet it will be—chances are better than 
eight out of 10 Mr. Brown will take it. (Studies show 
that 85% of the men tapped by executive recruiters do 
accept if they're offered a job.) 


Suppose Mr. Brown were a key man in your com- 
pany, perhaps the man right under you. What would 
happen if he left suddenly—and unexpectedly? 

Probably it’s not a pleasant prospect to consider. 

Furthermore, the piracy may not stop with the loss 
of one key executive. He may take others with him. 
For example, take the well-known case of Harold 
Geneen. In 1959, Geneen resigned his position as 
executive vice president of Raytheon Manufacturing 
Co. to take the presidency of IT&T, one of Raytheon’s 
arch competitors. Shortly after Geneen left, five other 
key Raytheon executives moved over to executive 
posts at IT&T. 

If a key man is pirated away from a smoothly oper- 
ating group of executives, it’s not unusual that he'll 
try to persuade one or more of these men to come 
with him. 

Geneen’s case illustrates another important point. 
Within five days of his departure from Raytheon, the 
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THIS ARTICLE IS DIVIDED INTO THREE PARTS: 
eRe 


1. THE THREAT 


—why your company is vulnerable to execu- 
tive pirates 





2. THE ATTACK 


—how professional manhunters can pry a 
man loose from your firm 


3. THE DEFENSE 


—how to hold onto your key executives 








company’s stock dropped from 68% to 56. Although 
Geneen’s resignation may or may not have been the 
only reason the stock went down, it’s an indication 
that investors consider the loss of a key executive 
highly significant. 

Companies of all kinds are prey for executive pirates. 
And the better the company, the more likely it is to be 
raided. Firms that fail to build a strong defense against 
executive manhunters can be severely crippled. 

To find out how companies can protect themselves 
against executive pirates, MANAGEMENT METHODs went 
to the “pirates” themselves. The editors tape recorded 
depth interviews with three top executive recruiters: 
J. Francis Canny of Hoff, Canny, Bowen & Associates, 





Inc.; Rawle Deland of Thorndike Deland Associates; 
and Hardy Jenes of Ward Howell Associates, Inc. 

This article is based on these interviews, and on a 
penetrating research report, Executive Recruiting: 
How Companies Obtain Management Talent.* 

Here are the facts on how executive pirates operate, 
why good men will leave your company and how to 
hold the men you need. 





* This 105-page report was prepared by nine graduate students at 
the Harvard Business School. It pinpoints different recruiting methods, 
tells how candidates are selected, lists the inducements that woo 
executives away and includes defensive measures firms can take to 
hold executives. The report is available for $12.50 from Executive 
Reports Associates, Box 375, Lake Forest, III. 
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1. THE THREAT 


» “Put it this way,” says Rawle 
Deland of Thorndike Deland As- 
sociates, New York. “If all the 
executive recruiters were on a train 
and it crashed and they were killed, 
I don't think there would be any 
change in the amount of executive 
turnover.” 

Most likely he’s right. There 
simply aren’t enough skilled, trained 
executives to go around. That’s why 
firms short on executive talent may 
soon begin hunting in your back- 
yard, if in fact they're not doing 
it right now. 

What accounts for the executive 
shortage is fairly obvious. Firms 
have grown larger and have di- 
versified. New firms are coming 
along at an increasing rate. Ac- 
cording to the president of a major 
electronics and radio company, 
“Business is getting bigger and 
more complex. Labor problems, 
taxation, legal problems and mar- 
keting activities are fast compound- 
ing the complexity of management. 
The need for talented, knowledge- 


able, aggressive managers is more 
pressing than ever.” 


Fierce competition 


The competition for skilled ex- 
ecutives is fierce. The growth of 
the executive recruiting industry 
alone is an indication. One recruiter 
estimates there are close to 100 
executive recruiting firms in the 
country today, whereas there was 
only a “handful” in the late 1940's. 

The commonest targets are mar- 
keting, research and general admin- 
istrative executives. But business 
fluctuations have decided effects on 
the demand for executives holding 
specific job functions. For example, 
one survey showed that during the 
recent recession, cost cutting cam- 
paigns boosted the demand _ for 
financial vice presidents, controllers 
and other budgetary experts. When 
product supply exceeds product 
demand, the cry goes up for sales 
and marketing men. 

Which firms face the biggest 
danger? There’s no clearcut way to 
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“Even if all the executive recruiters were killed in a train crash, 
there wouldn't be any change in the amount of executive turnover.” 


CANNY 


tell, although retailing, electronics, 
advertising and airline companies 
seem to have the highest executive 
turnover. Good, strong companies 
are the most likely targets for the 
executive pirates. Says Rawle De- 
land, “We tend to concentrate our 
searches in the companies with 
good records because there you are 
apt to find the more able people.” 

Some companies mistakenly lull 
themselves into thinking that their 
executives are happy and secure, 
and would not consider a job 
change. A recent survey of 1,558 
executives shows this just isn’t the 
case. Of the executives questioned, 
22% said they would leave for a 
better opportunity immediately, 
and 55% indicated they would con- 
sider an offer seriously. 

“Times have changed,” says 
Hardy Jones of Ward Howell As- 
sociates, Inc., New York. “Most 
executives today are professional 
managers. Just because an execu- 
tive has not announced a desire to 
move has no bearing on whether 
he is willing. It’s not like the old 


JULY 1961 








JONES 


days where the heads of businesses 
might have been the owners. They 
were stuck. Today’s manager isn't.” 


2. THE ATTACK 


It’s hard to counter an executive 
manhunter’s attack—mainly because 
you don’t know he’s around until 
it’s too late. But, as the saying goes, 
forewarned is forearmed. Here are 
the methods the recruiters use and 
the ways they soften up an execu- 
tive. 

“When a client wants a man, it’s 
up to us to find him the best man 
available,” says Hardy Jones. “To 
do that, we develop a source list 
that tells us where the man might 
be. We study industries related to 
our client’s industry, because if he 
needs a marketing director, he 
needs a man with experience in his 
(the client’s) field. We also do a 
functional work survey in many in- 
dustries, because a vice president 
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of finance wouldn't necessarily have 
to be in a related industry. After 
we know the areas in which it is 
likely we will find the man, we use 
our contacts within that field to 
determine who is regarded as the 
top man. These contacts might be 
banking officers or consultants. 


Direct contact 


When several men have been iso- 
lated as likely prospects, the next 
step is to contact them directly. 
This is usually done by phone or 
letter. “In contacting a man, if he’s 
not known to us, I always send a 
letter to identify myself telling why 
I want to talk to him,” says Frank 
Canny of Hoff, Canny, Bowen & 
Associates, Inc., New York. “With- 
in 48 hours, I follow that up with 
a phone call. We seldom state 
directly that we want him. We 
usually ask if he can recommend 
anyone to us. It frequently happens 
that the man says he'd like to know 
more about the job. That’s what 
were really after on this first con- 
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tact—an expression of interest on 
his part.” 

Salary is seldom mentioned in 
this first contact. “We describe the 
job in terms of opportunity,” says 


Canny. “I avoid salary completely. 
If you mention that the salary range 
is, say, between $20,000 and $25.,- 
000, the man is not going to settle 
for any less than the maximum if 
he is presented to the company as 
a candidate.” 


Hiring from competitors 


When Canny was asked whether 
he would hire directly from a 
client’s competitors, he replied, 
“Certainly. Executive talent is a 
commodity like any other. If one 
company isn’t making optimum use 
of it, why shouldn’t another?” 

“The recruiter has to ‘raid’ or 
‘pirate’; it is the only way to find 
a trained man,” says another re- 
cruiter. “We can’t settle for the man 
who would like to do the job; we 
want the one who is doing it. You 
may call it redistribution of man- 
agement talent, but to the company 
who loses a man, it is piracy.” 

However, many companies prefer 
not to hire from competitors, if only 
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to avoid reprisals. It is not always 
necessary to have a man who has 
done exactly the same job. Also, the 
higher the level of the job. the 
easier it is to use men from other 
industries, since management skills 
at the very top are often alike. 
Some companies refuse to raid 
customers, dealers and_ suppliers, 
obviously to avoid any ill will. 


Age no restriction 

Don't mislead yourself by think- 
ing that your senior men are too 
old—or too much tied to the com- 
pany—to move. 

“In the last five years, age has not 
been a factor,” says Hardy Jones. 
“I’ve had any number of cases re- 
cently where a client would hire a 
man as old as 65.” 

“It depends on the company and 
the job whether we'll approach a 
man over 55,” says Frank Canny. 
“But now the market for executives 
is more competitive. Companies re- 
alize that they have to have the real 
pro, the man with the background 
who can carry the company over 
whatever hump it happens to be ap- 
proaching. Sometimes you find a 
company where there is no young 


management group coming along. 
They will take senior men who can 
train younger men so that they will 
have their management depth right 
there a little later.” 

“I don’t think age has as much 
to do with it as ability and matur- 
ity,’ says Rawle Deland. “Of 
course, age has some bearing on it, 
but the problem companies face is 
that their younger men are not 
ready for the top spot. Then they'll 
go for the older man.” 

Hardy Jones has a case in point. 
“IT had a small electronics company 
on the verge of a challenging new 
product. It lacked a director of re- 
search with sufficient ability to put 
the program over the top. They told 
me that they wanted a man be- 
tween 60 and 65 in good health and 
with a national reputation in the 
field. The man | put in was 61 
years old.” 

“There’s another side to it, too,” 
Jones continues. “Some firms want 
a fellow who’s been through some 
rough times. The younger man to- 
day has had his experience in a 
straight rising market. He often 
thinks boldly ahead and has no 
thought for the consequences of his 
activities. In a prosperous time, he 
might be the most appealing candi- 
date, but to shore up against more 
difficult times, some firms want a 
senior man who has been through 
the rough spots.” 


Inducements 

Recruiters are in a unique posi- 
tion when it comes to softening up 
an executive. In many cases, they've 
talked to his friends and business 
associates. They know his record, 
where he lives, what he likes and, 
if they don’t have an actual dollar 
figure, they can predict pretty 
closely what he earns. With this 
foreknowledge, they know what 
will induce him to move. 

This is what makes executive pi- 
rates so dangerous to the firm that 
can’t afford to lose a key man. They 
can discover from their research 
and interview what a man really 
wants from his job, which is often 
more than the companies know. 

What inducements do the re- 
cruiters use? There are several. 

“An opportunity for a man to run 
his own show is the strongest pos- 
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sible inducement you can offer,” 
says Hardy Jones. 

Depending on the man, other in- 
ducements are equally _ strong. 
Stock options have frequently 
played a major part in shaking a 
man loose from his job. Salary is 
not to be overlooked, either, al- 
though it is not as important to 
many executives as greater oppor- 
tunity and responsibility. 

The desire for status is impor- 
tant. Often a six-figure salary will 
carry weight far greater than its 
actual value after taxes. It seems 
to reinforce the executive’s view of 
himself as others see him. 

“In one case I know, an employ- 
ment contract was an attractive in- 
ducement,” say Frank Canny. “The 
contract guaranteed a_ salary of 
$75,000 to be paid over the next 
eight years. Even if the fellow were 
hit by a truck and paralyzed the 
day after he signed the contract, his 
base income would be the same for 
eight years.” 

“Often a man is looking for in- 
tangibles,” says Rawle Deland. “He 
might want greater responsibility 
and opportunity, but frequently a 
man will move to a new company 
in hopes of finding a better execu- 
tive climate, a better chance of get- 
ting along with his new associates. 
Sometimes a man will switch for as 
simple a thing as location.” 

When a man changes locations, 
some firms offer to furnish his new 
house, to buy him an expensive car, 
to have plant mechanics work 
around his house and yard. 

“Sometimes what a man wants 
comes straight out of left field,” 
says Canny. “For instance, I was 
interviewing one man out on the 
West Coast. I was in his home, 
which overlooked the bay. Finally, 
I said, “Look, this whole thing is 
silly. What in the world could in- 
duce you to give up this house and 
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location and move back east?” He 
had the strangest reason I’ve ever 
heard. He had been on the coast a 
year. His company had promised 
him a membership in an exclusive 
golf club, but it hadn’t followed 
through. That day his wife was on 
the public links in Palo Alto dodg- 
ing everybody else’s balls. He said 
that if my client could offer mem- 
bership in a club, he’d move. I got 
right on the phone. He joined the 
company a few months later.” 

In short, executive manhunters 
are in the catbird seat when it 
comes to inducing a man to move. 
An executive dissatisfied with his 
present position will often mention 
his reasons to the recruiter. He'll 
seldom take his complaints to his 
present boss, because he may feel 
they're petty or insignificant. When 
the recruiter hears a strong com- 
plaint he knows his client can over- 
come, the man is practically his. 


When pirates don’t pirate 

But recruiters, by their own ad- 
missions, are not universally suc- 
cessful. Sometimes they don’t try to 
be. 

Rawle Deland says, “You eval- 
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uate your client and the individual. 
If it’s really not right for him to 
move, it’s best to tell him so. It 
isn't a good thing for him or your 
client to oversell him. Sure, he may 
say, ‘I’ve heard the president is un- 
fair.’ We'll develop information and 
point out that this is a rumor, if it 
is. But if a fellow says, ‘I’m not in- 
terested, because of a number of 
circumstances, and we know those 
circumstances are true, we can't 
morally persuade him to disregard 
his own ideas and move.” 

Aside from the moral reasons, re- 
cruiters find it just doesn’t work to 
oversell a company. The executive 
who joins the golden company only 
to find it tarnished is likely to leave. 
This costs the company and the ex- 
ecutive a good deal of money, time 
and stature. From the recruiters’ 
standpoint, it casts a black shadow 
on their abilities. 

“Besides, you can’t force a man 
into something he doesn't really 
want,” says Canny. “You can do the 
best job possible in presenting the 
opportunity you have in compari- 
son to what he has. But beyond 
that, the decision has to be his.” 

Recruiters have to be careful that 

text continued on page 69 
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Stop writing costly letters 


Most executives waste time and money writing business letters, says a 
recent survey. You might be one of them. This article shows you how to 


save time and money in handling letters. 


Ss Chances are you'll 


waste time and money on the very 
next letter you dictate. Many exec- 
utives do, according to a recent 
survey conducted by Attitudes, 
Inc., a Chicago public relations 
firm. 

Reason: these executives are 
shackled to outdated letter writing 
techniques. Worse, they are afraid 
to change their techniques for fear 
of breaking tradition. 

Consider these four facts the sur- 
vey uncovered. 

# Most businessmen know they 
spend too much time and money 
writing letters. 

= These same executives are aware 
of ways to cut letter writing costs 
and speed up the process. 

e® They admit that new techniques 
would streamline the conventional 
letters they write daily. 

» Yet they allow their old weighty 
methods to hold them down. 

How closely does this pattern 
describe you? Probably too close 
for comfort. 

Here, in detail, are the facts the 
survey revealed, plus actions you 
can take to save time and money. 


Time wasted 

The great majority of executives 
take at least one hour to read their 
morning mail. In fact, 75% of the 
executives who completed the ques- 
tionnaire said they consumed more 
than one hour a morning reading 
mail. Over 40% indicated they often 
spent as much as two hours or more 
going through their correspondence. 

Further, 50% of those questioned 
said they spent as much or more 
time writing letters as they did 
reading them. 
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These findings indicate that the 
average executive is spending at 
least two hours a day reading and 
writing letters. In some cases he 
spends twice that time. Think what 
could be accomplished by regain- 
ing these lost executive hours. 

Although 92% felt that traditional 
letter writing techniques have not 
kept pace with the demands of 
modern business, these same execu- 
tives admit to doing very little 
about streamlining their methods. 

Also, every answer indicated ap- 
proval for some method of updating 
the appearance of letters. But very 
few executives said they used such 
streamlined methods as flush left 
margins, or elimination of formal 
salutation and complimentary clos- 
ings. 


Public relations 

Although 95% said they consid- 
ered letters public relations tools, 
60% said they didn’t insure that the 
same letter writing style was used 
throughout the organization. Case 
after case has shown that letters are 
one of the main carriers of the cor- 
porate image. It follows, that poli- 
cies and styles be constant through- 
out the firm’s correspondence. 

But watch that some executives 
don't become carried away by pro- 
posed changes. It might, for in- 
stance, be a good policy to jot a 
reply on your out of town sales 
manager's letter, copy it, and send 
it back. But this would hardly be 
the way to treat a letter from one 
of your most important clients. 


Time and money savers 


Speed letters: some firms use new 
techniques such as_ speed-letters 





(carbonized tear-out sheets with a 
place for the sender’s message on 
top, respondee’s message on bottom 
and carbons for the file). But over 
one-third of the executives ques- 
tioned said they wouldn’t consider 
using this device. 

Telephone: after adding up the 
high cost of dictating, transcribing, 
proofreading and filing a letter, sev- 
eral companies have turned to long 
distance calls. They've found the 
telephone is sometimes cheaper 
than a letter. Still, 40% of the com- 
panies questioned indicated they 
haven't taken advantage of this 
cost cutting method. 

Copy machines: another time and 
money saving device is the copy 
machine. You write your answer on 
the original letter, make a copy for 
the file, and return the original to 
the sender. Although 90% of those 
questioned thought it was a good 
idea, 51% of them said they didn’t 
use it. 

Secretarial pools: some com- 
panies have turned to secretarial 
pools instead of individual secre- 
taries for executives. While this 
does not cut down on the amount 
of letters written, it has proved 
more efficient in many cases. Its 
greatest advantage is in spreading 
the work evenly among secretaries. 
One secretary is not overloaded— 
and slowed down—while two others 
sit filing their nails. 

Handwritten memos: many com- 
panies are stressing handwritten, 
intra-ofiice memoranda to eliminate 
dictation and transcription costs. 

Teletypes: a few of the com- 
panies said they are installing elab- 
orate teletype networks which 
allow branch offices to correspond 
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quickly with the home office and 
vice versa. A message typed in one 
office is transmitted instantly to all 
offices on the network. 

Postcards: some companies use 
postcards to save money in handling 
routine correspondence. Almost 60% 
said they wouldn't use this method. 
Reason: they felt that not having a 
duplicate copy was a handicap. But 
how much time does it take to 
run a postcard through a copy- 
ing machine? 


Many of the respondents indi- 
cated that they were aware of the 
timesaving devices, but were re- 
luctant to tamper with time-hon- 
ored letter writing traditions. How- 
ever, few of these executives would 
hesitate to change any plant prac- 
tice that was costly or time con- 
suming. 


Summary 


Progress often steps on the toes of 
tradition—in letter writing as well 


WHAT THEY SAID 


as in production. The Attitudes, 
Inc., survey clearly indicates that 
business letters are costly and time 
consuming. It shows that many ex- 
ecutives are aware of the many 
methods to help cut time and costs. 
But they do not take advantage of 
them. 

If conventional methods are rob- 
bing you of time and money, it may 
be worth your while to try some of 
the cost cutting techniques. 


Here are the results of the survey conducted among 500 of the nation’s most important firms. 
This is what some of the top executives said about their own letter writing. 


1. How much time do you spend daily 
reading your incoming business correspond- 


ence? 


VY, hour 
1 hour 
2 hours 
More 


2. Do you feel approximately the same 


Yes 
25% No 
33 % 
20 % 
22% 


Yes 


amount of time is spent reading and dictat- No 


ing your outgoing mail? 
Same or more 
Less 


50% 


6. Are you aware that the average busi- 
ness letter costs you more than $1.00? 


95 % 
5% 


7. Does your company use copying ma- 
chines to speed letter exchange? 


49 % 
51% 





50% 


3. Do you feel that traditional letter-writ- 
ing techniques keep pace with the demands 


of modern business? 


Yes 
No 


8% 
92 Yo 


4. Do you think of your company’s written 
communications as a public relations tool? 


Yes 
No 


95% 
5 % 


5. Does your company insure that the 
same letter-writing style is used throughout 


the organization? 


Yes 
No 
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40 % 
60% 


8. Considering the cost of dictating, tran- 
scribing, reading, etc., business letters, has 
your company increased phone calls over 
letter writing? 

Yes 39 % 
No 61% 


9. Does your company use any speed 
writing techniques such as carbonized tear 
outs, etc.? 

Yes 65 % 
No 35% 


10. Would you use hand-written post 
cards to save money in handling routing 
correspondence? 

Yes 41% 
No 59% 
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How to make yourself 


more creative 


Contrary to popular belief, you don't have to be born with the abil- 


ity to solve problems creatively. You can learn how to do it. This article 


tells how to develop or improve your creative problem-solving ability. 


Gus You can be more 
creative. 

Every day you have to use crea- 
tive ability in your job. Every man- 
ager does. Some managers bring 
stronger creative ability to their 
problems than others. Results: 
they're worth more to their firms. 

These are not “favored” men, ex- 
ercising a special God-given power. 
Most of them have acquired their 
creative problem-solving ability 
through disciplined practice. If you 
were to examine their techniques, 
youd probably find they followed 
six key steps to increase their crea- 
tive power. So can you. 

1. Stretch your horizons 

2. Cultivate your field 

3. Pinpoint the problem 

4. Hunt for ideas 

5. Boost your lagging enthusiasm 

6. Prepare for premiere 

Here’s a closer look at what to 


do. 





STRETCH YOUR HORIZONS 
Experts agree that one of the 
mainsprings of creative power is a 
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broad background of accumulated 
knowledge. The manager with a 
broad knowledge of many fields 
can spot analogous situations and 
find significant creative ideas. The 
manager with only a_ detailed 
knowledge of his special field limits 
his creativity by the narrowness of 
his field. To increase the fund of 
your total experience you can: 

Set time aside to read in other 
fields. This will broaden your per- 
spective and provide you with new 
data. This will help you to launch 
new ideas, and to see more analo- 
gies. 

Start with related fields and grad- 
ually spread to areas further re- 
moved from your specialty. Keep 
this question in mind while read- 
ing: “How might I be able to use 
this?” Take notes while reading. 
Collect and file clippings, notes and 
ideas that seem original. Keep them 
organized and available. Look them 
over occasionally to stimulate your 
idea production. 

Attempt to write or work on a prob- 
lem outside your own field. This 
will increase your ability to incor- 
porate new information and ideas 
into your own problems. It helps 
you to group your ideas into new 
combinations. 

Move about in your organization 


and exchange ideas with others. 
Creativity is contagious and such 
exchanges may spark new ideas for 
you. 

Listen to comments and complaints. 
Be alert to noting the unusual. 


Cultivate hobbies like chess, 
bridge, and puzzle solving. Aside 
from exercising your problem-solv- 
ing abilities, they help you relax. 
Keep in mind that constructing and 
building hobbies are more stimu- 
lating creatively than collecting 
hobbies. 

Travel stimulates creativity in the 
same manner as hobbies. Any kind 
of relaxation permits unconscious 
ideas to emerge. 
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CULTIVATE YOUR FIELD 

Although the creative manager 
needs a broad background, he can’t 
afford to neglect his own field. He 
has to have more than the mere 
skill to manipulate the things he 
works with. He has to have an in- 
timate knowledge of the basic prin- 
ciples and fundamental concepts of 
his field of specialization. Deep un- 
derstanding of your field will allow 
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by Eugene Raudsepp 


you to bring a multitude of ap- 
proaches to any specific problem. 
Experience shows you can in- 
crease your understanding of your 
area of work if you: 
Read and examine the literature in 
your field. Keep both a critical and 
an imaginative attitude. Be aware 
that what you read is not the last 
word on the subject or even the 
best possible position. Sift fact from 
opinion or assumption. Don’t be too 
quick to throw out ideas that seem 
unorthodox or unusual. Don’t try to 
demonstrate how untenable they 
are. Think of minor changes that 
would make them practical. 
Seek out all available sources on 
specific problems. Don’t be discour- 
aged because others have tried and 
failed. Try to look over ideas you 
have thrown way. Conditions 
change. What did not work once 
might work now. 
Study and master new techniques 
if a problem calls for it. The re- 
wards of a creative solution far ex- 
ceed the effort and perseverance 
put into it. 


PINPOINT THE PROBLEM 


The correct problem definition is 
crucial to effective creative solu- 
tions. Incorrect problem definition 
will prevent solutions from emerg- 
ing. You can overcome this prob- 
lem if you use these proved defini- 
tion methods. 

State your problem in a simple, 
basic, broad, generic way. Don't 
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structure the problem statement 
too much. Don't hide it with mod- 
ifying adjectives, adverbial phrases 
and side problems. Don’t be like the 
executive who had trouble locating 
his “highly precisioned implement 
for cutting into various pieces of 
correspondence, because an unrea- 
sonable, female, clerical worker in- 
sisted on using it for a purpose it 
wasnt manufactured for—cleaning 
her nails.” 

Take care that you don’t suggest a 
solution in your problem definition. 
One manager said “Costs are too 
high. Should I ship by parcel post 
to save money.” This not only limits 
his cost cutting to shipping, but 
also eliminates alternative ways of 
shipping. 

Look beyond the immediate prob- 
lem to its fundamentals. The cor- 
rect answer to the executive's prob- 
lem of the letter opener may be a 
new secretary—not a new letter 
opener. 


Keep asking yourself: What are the 
actual boundaries of the problem? 
What are its unusual aspects—its 
common aspects? Can these aspects 
be taken for granted? These ques- 
tions will help you clearly define 
the absolute boundaries of the 
problem. 


Break down the variables of the 
problem through analysis. At the 
same time keep an overall view of 
the complete problem in your 
mind’s eye. 

Recheck the problem definition to 
be sure that you are not overlook- 
ing any minute but fundamental 
aspects. Often it’s that one last look 
that will enable you to pare the 
problem definition to the core. 
Sometimes a simple misplaced 
word in the definition will lead you 
to assume a _ relationship that 
doesn’t exist. Remember, false defi- 
nitions lead to false solutions and 
wasted time. 





Eugene Raudsepp has written exten- 
sively on the subject of creativity in 
management. For more details, see 
page 5. 





HUNT FOR IDEAS 


Here’s a checklist that will help 

you get started on solving a specific 
problem. 
List the ideas and various ap- 
proaches that might solve the prob- 
lem. Take off in wide directions— 
amassing as many ideas and leads 
as you can. Note all the ideas, even 
the insignificant ones. Following 
one line of thought too early could 
prevent others from occurring. 
Even if you feel that you have hit 
upon a sound idea, don't stop the 
idea process. You have written the 
idea down and it won't get lost. 


Avoid extensive searches through 
literature at this time. Quick checks 
on facts are all right, but don't 
allow the creative flow to stop for 
too long a period. 


Look for analogous situations in 
other areas. None will fit your 
problem precisely, but you may 
pick up a germ of an idea. 

Relax your faith in reason and logic. 
When thinking for ideas, let your 
imagination soar. If you appear to 
reach a deadend, deliberately 
think of an unreasonable way to 
continue. 

Refuse to be bothered by failure. 
Continue working at your problem 
in spite of any discouragement. 
Don’t be disturbed by a sense of 
stress. Without that feeling you run 
the risk of not finding the best so- 
lution. Many companies give idea 
men deadlines merely to increase 
the feeling of stress and pressure. 
Sustained creative thinking from 
every angle will yield enough mate- 
rial to put in an outline. Even if no 
satisfactory solution is found at this 
time, the sustained effort will leave 
your subconscious with a wealth of 
material to work on. 

Tackle the problem for a second 
time. Go over all the ideas you have 
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listed. Try various combinations of 
them. Often one idea will start you 
off in a completely new direction. 
Follow your ideas where they lead 
this time. 

Re-examine your problem defini- 
tion. Have you limited yourself by 
not following step number three 
carefully? Divide the problem into 
several sub areas and work on 
them. 
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BOOST YOUR ENTHUSIASM 
Your creative ability tends to lag 
after sustained efforts at problem 
solving. Here are some ways to in- 
crease your lagging creative drive. 
Suspend judicial thinking. Learn to 
turn your judgment off and on at 
will. You may throw good ideas 
away with hasty judgment if you're 
tired. 
Set idea quotas for yourself. But 
give yourself realistic deadlines. 
Repeated failure to meet deadlines 
will discourage creativity. 
Carry a notebook at all times. Ideas 
strike at any hour and_ under 
strange circumstances. If you don’t 
make a notation of them they may 
disappear. Don’t trust your mem- 
ory. 
Plan your thinking step by step and 
keep records. Know at all times 
what you're doing—even when let- 
ting your imagination soar. 
Don't wait for the proper mood for 
creative work. Writers know that 
the proper mood seldom comes out 
of the blue. You have to work to- 
ward it. Grab a pencil and start 
writing down various aspects of 
your problem. As appetite comes by 
eating, so the creative mood will 
come as you try to be creative. 
Drop the problem completely after 
your second wind fails. Do some- 
thing entirely different. Organize 
your time so that you can have 
long periods to engage in hobbies 
or to be completely alone and silent. 
Remember, the flash of insight oc- 
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curs most often when attention is 
relaxed and dispersed. 

Don’t discuss your ideas with others 
during the preliminary stages. But 
later, talking with people with the 
same kind of problems may give 
you an idea, or at least a little en- 
thusiasm. 





Many managers feel that cre- 
ativity is something mysterious— 
either you have it or you don't. 
Nothing could be further from the 
truth. People become creative 
through long hours of hard and 


rates the creative manager from 
his less talented counterparts. 

He concentrates on building up 
a solid background of information 
from which to draw ideas. He 
makes it his business to leern all 
he can about his special field. 
Through trial and error, he teaches 
himself to think logically. 

When confronted with a specific 
problem, he gives it his intense 
concentration. He isolates as many 
solutions as possible—without re- 
gard for their practicality. Then he 
meticulously separates the work- 
able from the impractical. Finally, 
he determines the most appealing 
presentation for his idea. 

Where is that spark of creativ- 
ity? It's there, struck from a lot of 
old-fashioned good hard work. 


diligent work. Here's what sepa- = 











Once in a while you may experi- 
ence an avalanche of ideas. This 
often happens right after you have 
found a major solution to a difficult 
problem. One idea seems to spark 
the development of others, and 
these in turn others. If you fail to 
record them promptly, you may 
lose months or even years of fruit- 
ful ideas. 

Determine the physical conditions 
under which you do your best 
work. Try to stimulate these condi- 
tions when the going gets tough. 
Note the methods that were suc- 
cessful and those that failed to help 
you produce creative ideas. 
Schedule your creative thinking pe- 
riods for those times when you have 
your most favorable mental condi- 
tion. We all have our personal 
peaks and valleys of output. Learn 
your peak periods and put them to 
good use. 





Develop the knack of closing out 
the external environment. Detach 
yourself from your regular duties. 
Creative thinking can’t be done in 
a distracting environment. 

Be alert for the moment of surprise. 
The flash of insight can hit any- 
time—be ready for it. You can eas- 
ily disregard it as unimportant if 
you're not on your toes. 
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REPARE FOR PREMIERE 

An enormous amount of hard 
work goes into the polishing of an 
idea before it becomes a workable 
thing. Suppress any pride of pa- 
ternity you may have and continue 
to examine it critically before show- 
ing it to others. No matter what 
your position, youll have to con- 
vince someone else of the practi- 
cality of your ideas. Here is a final 
checklist that creative men have 
found to be effective. If your idea 
passes this test, youre ready to 
convince anyone. 
Be sure that every ramification of 
vour idea is sound. 
Try to anticipate possible objec- 
tions, criticisms, or difficulties. 
Work out several variants of your 
idea to afford those who judge or 
use it a freedom of choice. 
Show tolerance and understanding 
toward any criticisms and study the 
objections dispassionately and ob- 
jectively. Remove possible problems 
that others point out. 
Put a lot of thought into the method 
of presenting your idea. Remember 
that presentation problems can also 
be solved creatively. 


Summary 

Creative ability can be learned. 
But it is not easy. It calls for good, 
old-fashioned hard work. Diligent 
application of the six steps  illus- 
trated in this article can make you 
more creative. If you tend to be- 
come discouraged while learning to 
apply them, remember the old saw: 
“Creativity is 1% genius and 99% 
perseverance.” s 
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by Leslie M. Slote 


“Shut up and start listening,” is the advice 
of one executive who knows how to get 


people to say what they feel. But too 


Why 
employees 


wont 


talk 


{0 you 





many managers—perhaps you yourself—have the habit of turning discussions into 


monologues. It’s an excellent way to lose time, money and ideas. Here's how to get 
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more out of talking to people—by not talking. 


ques What would it be 

worth to you right now to know— 

» How your subordinates feel about 
you as a boss? 

« What they consider to be your 
failings? 

a When your words are ineffective 
in reaching them? 

» When your tries at motivation 
are self-defeating? 

Most managers will never know 
the answers to these questions. 
Why? Because they don’t hear what 
people are saying to them. 

For example, one company in- 





Leslie M. Slote is a@ management 
consultant in Hartsdale, N. Y. For 
more details, see page 5. 


vestigated boss-employee _ inter- 
views by putting several on tape. 

When the reviews were over, 
each boss was asked to estimate 
how much time he had spent talk- 
ing. Most of the estimates were in 
the 40-60 to 60-40 range. But when 
the interview tapes were played, 
the bosses were amazed to find that 
most of them had done 75% to 90% 
of the talking. Said one boss while 
listening to his tape: “Listen! I’m 
trying to find out what's eating this 
guy, but all I’m doing is talking to 
him about it.” 

Few managers ever have been 
taught to listen—to just sit back, 
fold their hands, close their mouths 
and listen. Yet we keep talking 
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about the fact that managers do 
their work through people. How 
can you work through others if you 
can't see their real feelings and 
attitudes? 

People in authority seldom feel 
the need to really hear subordinates 
and others. Because of their author- 
ity, most executives block com- 
munications with subordinates in- 
stead of clearing the channels. 

To hear what people say involves 
more than listening to words. 


Two people talking 


The most common activity in 
business is two people talking to 
each other. But much of this com- 
munication is wasted, especially 
when it is between subordinates 
and bosses. Bosses like to make 
communication one-way. They talk, 
but don’t encourage talking. With 
some bosses it’s risky for an em- 
ployee to express himself openly. 

A lot of problems would be 
solved if you could plug some de- 
vice into another man’s mind and 
feed into your own mind a con- 
sciousness of his feelings. Until 
scientists invent such a device, we'll 
have to be satisfied to use the 
older, foggier science of language. 

One of the best ways to use lan- 
guage is simply to give the other 
guy a chance to talk. Add to that 
an honest desire to understand how 
the other person feels, and you'll 
find your proficiency as a com- 
municator can be surprisingly high. 

There are “manipulative tech- 
niques’ that have been devised for 
use in interviewing subordinates. 
But even these gimmicks won't 
work if you lack an honest desire to 
understand how the other fellow 
feels, and why he feels that way. 
People seem to have a natural pro- 
tective ability to mislead or cover 
up their feelings when talking with 
someone who lacks respect for 
human dignity or human differ- 
ences. 

Most business conversations fall 
into two categories: closed discus- 
sions and open discussions. 
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Closed discussions are the most 
common in business. Here the 
executive takes charge. He starts 
probing at the root of the matter 
as quickly as_ possible, using 
“closed” questions that cut down 
excuses and time-wasting responses. 
Because he is pressed for time, the 
executive does most of the talking 
himself. Obviously, if the other 
fellow got the floor he’d waste time 
with a lot of meaningless com- 
ments. The executive's patience is 
already worn thin. He wants to get 
the problem solved, end the inter- 
view and get back to work. 

The trouble is, with this treat- 
ment, the problem will probably 
keep recurring. 

For example, listen to the pro- 
duction manager of an electronics 
plant. He calls in a supervisor and 
shoots this question at him: 

“What’s today’s excuse for our 
failure to meet production quota?” 

The manager has prejudged, is 
justifiably fed up, and doesn’t want 
any more excuses. He is prepared to 
listen to valid reasons—the kind of 
reasons he considers valid—but he 
knows there probably aren’t any. 

The supervisor can see all this in 
the question that has been thrown 
at him. He has to protect himself. 
He mumbles a muddy explanation 
that doesn’t really explain any- 
thing, but he hangs his defense on 
the inadequacy of parts supply. 

The manager charges in again: 
“Are you saying you're short of 
piece parts?” 

The question calls for a simple 
yes or no answer that closes off any 
“wandering or equivocation.” 

The supervisor starts to answer: 
“No, we're not short, but .. .” The 
interview ends with the manager 
giving a brisk admonition to get 
production up tomorrow. But has 
the problem been solved, or even 
examined? Not really. 

Closed-type discussions are nec- 
essary and useful, but not in a situ- 
ation like this. 

Open-type discussions, on the 
other hand, get below the veneer. 
This approach generally takes far 





more time, but the time is seldom 
wasted. Whereas the closed ap- 
proach uses a small amount of time 
to accomplish little or nothing, the 
open approach uses more time to 
accomplish meaningful results. 

The principles of open-type dis- 
cussion apply to any kind of face- 
to-face communication, from two 
individuals casually talking, to the 
most involved group meeting. 

In essence, the open method 
means getting a person to open up 
and level with you, while you care- 
fully listen and search for mean- 
ings. You don't interrupt, you don't 
push, you don’t steer the talk. In- 
stead, you listen, and watch for 
feelings and attitude being reflected 
in the words you hear. You try to 
see the facts without bias—see them 
as the talker sees them. The key is 
your ability to listen and under- 
stand. 

In the open discussion, you don't 
ask questions with implied criti- 
cism, or questions designed to get 
mere yes or no response. 

For example, the production 
manager might change his question 
from, “Are you short on _ piece 
parts?” to “How is the parts situa- 
tion these days?” 

Visualize the difference in the 
answer likely to result. With this 
question, plus an honest desire to 
solve the problem (not just to as- 
sign blame), you stand a good 
chance of getting to the heart of 
the matter. It may take more time, 
but the time will be profitably 
spent. 

Don’t worry about the other fel- 
low wandering. If you really listen 
while he talks, you'll learn things. 
Managers who have trained them- 
selves in the use of the open ap- 
proach say it is one of the fastest 
and most direct ways to increase 
productivity, improve quality, re- 
duce costs, and solve many other 
problems. 

Suppose you are in a situation 
where you want a man to open up 
—to tell you what he knows, what 
he thinks, what he feels. How do 
you get him to open his filters and 
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communicate freely with you? 
Here, based on practice and ex- 
perience, are the steps that work: 

1. Take a critical look at yourself. 

Is it possible that you have con- 
tributed, by your own attitude, to 
a breakdown of communications 
with this man in the past? Granted 
that you can cite plenty of evidence 
to prove that he is wrong, even 
hopeless. But answer honestly: Is 
there anything you have done that 
may have contributed to the break- 
down of communications? 

If a car collides with yours, you 
arent necessarily in the clear just 
because you didn't cause the acci- 
dent. The police will probably ask 
you if you could have prevented it. 

2. Select a suitable time and 
place for the discussion. 

“Suitable” doesn’t necessarily 
mean your office, where you can be 
comfortable, with your phone at 
your elbow. The coffee counter 
across the street may be better, or 
a quiet corner table at a bar or 
restaurant. The meeting might best 
take place under a tree in your 
backyard or on a cross-country jet. 
The point is that the selection of 
the most suitable meeting place 
and time deserves some thought. 

3. Allow enough time. 

“You have an hour to tell me all 
you know” isn’t going to work. You 
can't expect your man to talk to 
you in a precise, logical, organized 
sequence of thoughts. People don’t 
think that way. You'll have to give 
your man time to translate his 
fluid thoughts into words, express 
them tentatively, revise them, and 
finally end up telling you what he 
thinks. That takes time. If a man 
thinks you haven't got time to 
listen, he is not likely to open up. 
But if you let him know he has all 
the time he needs, and that you 
want him to talk, it is likely that he 
will soon be telling you things that 
you didn’t know before. 

4. Start him talking with an 
“open” request. 

An open request briefly outlining 
the problem will make your man 
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receptive to what you say. Avoid 
accusations. Let the man know you 
value his contribution and worth to 
the organization. Suggest that this 
is a minor point that he can help 
solve and then say: 

“John, I asked you in to talk 
about production in your depart- 
ment. It’s off. Here’s the record. I 
feel that for some reason your at- 
titude toward the job isn’t what 
it used to be. What’s the matter? 
I'd like to hear your honest opin- 
ions. 

This is a good open beginning. 
John is requested to talk. He hasn't 
been stifled with accusation. He 
feels that you are interested in what 
he has to say. 

5. Now, let him talk. 

Your beginning has started him 
talking. Don’t do anything to stop 
him. In fact, now your job is to 
keep him talking. Use shortly 
worded questions to keep him 
moving and on target. Brief ques- 
tions like “How do you feel about 

” and “How do you mean... 
allow you a measure of control 
without stopping communications. 

If he stops and seems to be look- 
ing for his bearings, repeat part of 
his last phrase as an open question. 
For example, he might have been 
saying, “. and anyway, things 
can't always be perfect or run 
smoothly like we want them to,” 
and then pause. You can encourage 
him by saying, “Can’t run smoothly 
like we want them to?” He may 
say, “That’s right.” Then you have 
a chance to find out what he really 
means by asking, “How do you 
mean?” 

Keep in mind that you want to 
keep him talking, while saying as 
little as possible yourself. 

6. Listen, listen, listen. 

Listening is hard work—real lis- 
tening, that is. If you half-listen, 
you run the risk of missing the 
meaning under the words. The em- 
ployee will catch your lack of at- 
tention, and may stop talking. Show 
him that you are listening with 
brief gestures that don’t interrupt. 
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You might nod your head or use 
such neutral responses as “Uh-huh; 
go on; that’s interesting; I see; 
sure; yes.” Don’t be afraid of short 
silences. If you are too quick to 
prod, you rob the employee of 
the opportunity to organize his 
thoughts. 

7. Test how well you received 
the message. 

When you think that your sub- 
ordinate has finished, ask him if 
there is anything else. When he tells 
you that’s it, repeat back to him, in 
your own words, your understand- 
ing of how he feels and sees the 
problem. Then check with him by 
asking open questions such as: 
“What about my reading? Have I 
got it? Where can you correct me?” 
When he agrees, you have his side 
of the picture. 

The open interview is more a 
way of thinking than a technique. 
It is not intended to replace the 
closed discussion. It is used to solve 
work problems involving attitudes 
and feelings. It is designed to let 
you know how your employees feel 
about the job and about you. Often 
it is the only approach to an ap- 
parently unsolvable problem. It is 
an approach that can be easily 
learned, but it is not so easy to 
apply. Its successful use depends 
primarily upon your own attitudes 
and feelings and whether you have 
an open mind. 

Up to now, the old way, the 
closed approach, may not have 
solved a number of your critical 
operating problems. Give the open 
approach a fair chance—the hard 
work and self control it demands. 
The results may surprise you. s 
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New income 


without capital— 


LICENSE YOUR PRODUCT OR SERVICE ABROAD 


Rs iho : ‘ ; : 
Practically any company can profit with foreign li- 


censing deals.” 

This is the statement of Robert A. Weaver, Jr., a man experienced in 
licensing. 

Weaver defends foreign licensing as a sound way to create new in- 
come with little or no capital investment. 

Foreign licensing is simply a matter of giving a foreign company the 
right to sell your product or service, use your process, name or trade- 
mark, benefit from your know-how or otherwise profit from your ex- 
perience. The foreign company usually pays a fee for services obtained, 
and a royalty on sales. 

Licensing has been attacked as a poor way to create profits abroad. 
For example, in the May ‘61 issue of MANAGEMENT MEtTHops, Walter 
E. Schirmer, president of Clark Equipment International, stated that 
licensing agreements have a way of doing little more than creating 
a new competitor. 

Robert Weaver takes strong exception to this point of view. He says 
that foreign licensing is now one of the best ways to enter world mar- 
kets with minimum risk, minimum investment of time and money—yet 
with substantial profits, particularly when profits are measured as re- 
turn on investment. Weaver concedes that there are many pitfalls in 
foreign licensing, but he says these can be avoided by knowledge and 
planning. 

Weaver gained his experience in licensing while president of The 
Bettinger Corp., a ceramic coating company that had many foreign 
licensing agreements which Weaver established and administered. 
Now he is applying his licensing experience to counsel other companies. 

Here are Robert Weaver's answers on key questions about foreign 
licensing. 
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A MANAGEMENT METHODS Q & A INTERVIEW WITH ROBERT A. WEAVER, JR. 


No company seeking growth can overlook world markets. The question is— 
how to tap them. One way is through licensing agreements, where a foreign 
company is authorized to sell your product or service on a fee and royalty basis. 
This method involves little risk and little capital. But the approach has 

been attacked as self-defeating in the long run. Here an expert in 

foreign licensing defends this method and tells how it can be used to 


create new income. 


‘Practically any company can profit with foreign licensing deals.” 











“Some unusual outfits are finding that licensing is a natural for them. 





©. Mr. Weaver, you 


say almost any company can use 
foreign licensing to create profits? 
What is your basis for that state- 
ment? 


A. Look at it this way. You can 
find all kinds of examples to prove 
the case for licensing—from large 
U.S. manufacturers all the way to 
small companies with specialized 
services. On the other hand, it’s 
hard to find an example of a com- 
pany that can’t make a profitable 
licensing deal abroad. The only 
companies that don’t seem to qual- 
ify are those with strictly local serv- 
ices, such as a state tax consultant 
in Rhode Island. I say that virtually 
all companies have a product, serv- 
ice, process or know-how that can 
be licensed outside of the U.S. 


Q. How about some examples. 

A. Bell & Howell, Electric Auto 
Light, Borg Warner, and Dow 
Chemical are some big companies 
with programs for expanding for- 
eign licensing. Some of these com- 
panies, of course, have wholly 
owned or majority owned foreign 
subsidiaries, too. 
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At the other end of the scale are 
the smaller companies and hefé is 
where you find an even stronger 
trend toward foreign licensing. 

A good example of the small fry 
moving into foreign licensing is an 
American adhesive company whose 
annual sales total only $350,000. 
This year the outfit is successfully 
licensing in four foreign countries. 
Indications are that profits from 
abroad will probably exceed those 
at home. This company has a highly 
competitive situation at home and 
nowhere near the competition 
abroad. 

Naturally, the company whose 
products have direct applications 
abroad are the most logical for a 
fast and easy move into foreign li- 
censing. A good example is a small 
U.S. ceramic coating company 
which has developed a wide va- 
riety of exclusive protective coat- 
ings and products which are easily 
adaptable for production with exist- 
ing facilities in many countries. 
The need for such products and 
processes is general in all industrial- 
ized countries. 

On the other hand, some unusual 
outfits are finding that foreign li- 
censing is also a natural for them 
because of their name, reputation 
or unique approach to everyday 
business and production problems. 
A good example here is a New York 
accounting firm which has found it 
highly profitable to operate abroad 
on a licensing basis instead of set- 
ting up branch offices in foreign 
countries. A medical clinic is con- 
sidering the idea. Another example 
is a  bathing-suit manufacturer 
which has been bringing in a really 
big slice of foreign profits by using 
its name, styling and ideas on pro- 
motion and public relations for li- 
censing abroad. 


Q. Where is the best place to start 
looking for a _ foreign licensing 
deal? 

A. Obviously, you wouldn't try 
Cuba right now. Many feel that the 
best and easiest place to start is 
Canada. The language, proximity 
and way of doing business are all 


on the plus side. But there are 
many “sleeper” spots around the 
globe that welcome U.S. companies 
in licensing deals and go out of the 
way to be helpful. 

A good example of one of these 
sleepers can be found in Argentina. 
That country has moved from a 
shaky political and economic situa- 
tion after the downfall of dictator 
Peron to a current situation where 
the economy is comparatively 
steady. Argentina now has its mone- 
tary exchange on a relatively even 
keel and is hungry for foreign know- 
how. Because Argentina had long 
been listed as a “risk” country by 
many U.S. and European compa- 
nies, big profits can now be made 
by someone willing to make the 
move—much bigger profits, for ex- 
ample, than in steady Canada. 

Aside from the obvious European 
market areas and nearby Mexico, 
don’t overlook lesser thought of 
areas such as India, Pakistan, Spain, 
Scandinavia and even some coun- 
tries in Africa. Sudan is a good one 
for a small market. 


Q. If licensing is so profitable, how 
come the great percentage of U.S. 
business in foreign countries is in 
direct or partial ownership? 


A. You have to look back at the 
world’s political situation before 
World War II. Colonial powers had 
quite a slice of the business and 
trade areas. This held true even up 
to the post-war period. Colonialism 
was an international way of eco- 
nomic life. But then countries be- 
gan to evolve into independence 
moves and great segments of the 
globe boiled up into flaming na- 
tionalism and a distrust for the for- 
eigner. So, in the past, the bulk of 
big U.S. companies, and others in- 
terested in expanding foreign mar- 
kets, felt it necessary to own or 
dominate their interests abroad. 
This was expedient because, in 
many cases, the local industries and 
business communities just weren't 
up to a level where they could 
make licensing, deals. In lesser de- 
veloped countries, their govern- 
ments were immature, their re- 
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WHAT A FOREIGN LICENSEE GETS FROM YOU 


Here are some of the values a foreign company may want from you under a licens- 


ing agreement 


Trademarks 

Patents 

Specifications, designs, patterns and drawings 
Models 

Know-how 

Plant layout 

Installation of machinery and equipment 
Supervisory and managerial services 
Technicians 

Special product design 

Training of licensee personnel 

Facilities and services in supply or purchase 
of components, machinery, equipment, raw 
materials, etc. 


Sales promotion, marketing and advertising 
information and services 

Research 

Formulas, methods, processes, trade secrets 
and techniques 

New product information and developments 
Material lists 

Maintenance 

Manuals and literature 

Quality control methods and systems 

Trade information and news of current devel- 
opments in the particular industrial field, es- 
pecially as to activities of competitors who 
also have license arrangements in the coun- 
try of the licensee 





sources untapped and local capital 
was practically non-existent. 

Right now the problem of na- 
tionalism isn’t limited to under- 
developed countries. It can be 
found in some of the highly devel- 
oped European countries. It’s defi- 
nitely a problem in Mexico and is 
even a major problem for U.S. com- 
panies in Canada. 

With this in mind, you can find 
some of the original big investors 
abroad, those with wholly owned 
subsidiaries, modifying their pro- 
grams, either because they have 
been forced to, or because they 
have been smart enough to antici- 
pate the so-called “anti-imperialist” 
feeling. 


Q. Can you give an example of 
what you mean? 

A. A large American valve com- 
pany moved into Mexico with a 
100% owned subsidiary. But be- 
cause of the growing nationalism in 
that country, the valve manufac- 
turer just couldn’t do business. Its 
competitor moved in with a local 
manufacturer on a license basis and 
a small minority interest. Big gov- 
ernment contracts started moving 
its way. The original valve outfit 
had to hastily sell out to nationals 
and satisfy itself with a licensing 
agreement with the purchaser. Also 
in Mexico, giant Alcoa startled the 
local business community with a 
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move to set up a $16 million alumi- 
num plant by licensing its know- 
how to a local group. Alcoa retains 
only a minority ownership in the 
deal—35%. 

The smart corporations are now 
reviewing their policy regarding 
wholly owned foreign operations 
with a view toward modifying them 
to minority interest positions and 
straight license agreements. 

Q. Can’t you make more money if 
you own or control your foreign 
operations? 

A. Considering all angles, as much 
or more profit can be made by a 
well developed and sound licensing 
program, with no capital invest- 
ment and far less risk. True, in a 
given individual country, a wholly 
owned outfit can sometimes show 
bigger profits than if the parent 
were to have a license in that par- 
ticular spot. 

Very often license programs offer 
opportunities for investment, say, 
on a minority interest basis in a 
license company—profitable when 
the license itself enhances the earn- 
ing power of the foreign company. 
On a license program, you can have 
many more going in a wide variety 
of countries, faster than starting 
your own operations—the total of 
which could bring in more substan- 
tial profits. Obviously the return of 
profit on investment is much higher. 


Yes, it’s possible to make more by 
high capital investment in owned 
operations abroad. It’s also possible 
to lose more. It’s pretty hard to lose 
much in a licensing program—and 
it’s easier to make more than in the 
alternative methods. 


Q. Suppose a company is inter- 
ested in foreign licensing. What 
should be done first? 

A. First, get the decision made on 
a corporate policy basis—don't just 
relegate the job to some subordinate 
who isn’t busy. Avoid starting out 
with an attitude of basic mistrust of 
the foreigners you might be doing 
business with. Caution is in order, 
but you cannot hope to be success- 
ful with a basic attitude of mis- 
trust. 


Q. What’s next? 

A. Find out all you can about your 
markets. There is some excellent ma- 
terial on licensing and foreign eco- 
nomic trends. One source is the Na- 
tional Industrial Conference Board’s 
Reports on Foreign License Agree- 
ments, volumes one and two. The 
American Management Association’s 
Foreign Division has considerable 
foreign licensing data. The Depart- 
ment of Commerce, Bureau of For- 
eign Commerce has a World Trade 
Information Book which sells for 
$18. The Bureau of Foreign Com- 
merce also publishes the Foreign 
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LICENSE AGREEMENT CHECKLIST 


Licensing agreements differ depending on 
many factors—such as the products, processes 
and know-how involved, the licensor, the li- 
censee, the particular country involved, the ob- 
jectives, etc. However, there are certain basic 


wn 


Place of execution of the contract, jurisdic- 
tion, the legalization of the document. 


. The territory. 


Exclusivity or non-exclusivity- 


. Use of patents in accordance with local law, 


10. 


ie 


12. 


13. 


14. 


15. 


16. 


17. 


18. 


19. 


20 


21. 


obligation of prosecuting infringements and 
the costs involved. 

Use of trademarks; manner of application 
and markings (protecting licensor’s rights in 
the trademarks), use of corporate name. 
Products to be manufactured by the licensee. 
In the case of processes, the product areas 
where they will be used. 


. Are new licensor processes and products to 


be included or not? 

What is to happen in the event of discon- 
tinuance of product lines by the licensor? 
Nature and extent of technical assistance 
and know-how to be furnished. 

Restrictions as to licensee's manufacture of 
competitive or non-competitive products. 
Sales goals as a factor in assuring perform- 
ance, minimums, etc. 

Maintenance of quality standards and con- 
trols, including sampling, inspection, open 
plant, etc. 

Training programs and their control by li- 
censor. 

Use and compensation of licensor’s tech- 
nicians in licensee's plants and control by 
licensor. 

Special work such as engineering of plant 
design and construction—control and com- 
pensation. 

Licensee’s rights concerning licensor’s re- 
search and engineering facilities—what is 
covered by royalty and what requires spe- 
cial compensation. 

Procedures regarding changes or modifica- 
tions in models, designs, specifications. 
Confidential nature and ownership of tech- 
nical information, formulas, etc., furnished 
by the licensor, and disposition upon termi- 
nation of agreement. 

Reverse flow of technology, free to licensor 
or subject to separate agreement. 
Avoidance of litigation—use of arbitration. 


considerations or types of clauses that have gen- 
eral application and use, subject to possible var- 
iations, that are frequently contained in license 
agreements. Here is a checklist covering the ma- 
jor points: 


22. 


23. 


24. 


25. 


26. 


a. 


28. 


a. 


30. 


31. 


32. 


33. 


34. 


35. 


36. 


37. 


38. 


Sales, inventory, financial reports; licensor’s 
right of audit and inspection of records. 
Duration of the contract; termination, and 
provision for notice of cancellation, cancel- 
lation conditions, renewals. 

Assignment or sublicense; rights and condi- 
tions, if any. 

Stipulations regarding termination of con- 
tract, bankruptcy, insolvency, receivership, 
etc. 

Licensor’s release of responsibility as to any 
representations with respect to the licensed 
products. 

Payment responsibility of local taxes, stamp 
taxes, government charges, registration 
fees, remittance taxes, etc. 

Effect on the license agreement of changes 
in exchange regulations, particularly with 
respect to the inability of the licensee to re- 
mit any or all of the royalties or fees due. 
Licensor's position in relation to advertising 
and merchandising programs of licensee 
(financial responsibility). 

The possibility of terminating the agreement 
in case of change of ownership. 

Quality of raw materials, parts, components, 
etc. 

Right or restriction of licensor to export to 
licensee country (care must be exercised in 
this respect because of possible anti-trust 
implications). 

Compliance with government regulations by 
both parties. 

Government approval or registration of the 
contract when required. Costs involved. 


Licensor’s royalties and fees, how calculated 
(price per unit manufactured or sold, per- 
centage of sales price). 

Possible provision for initial or subsequent 
equity participation in the licensee company, 
and on what basis. 

Obligation of licensee to continue paying 
royalty at a lower or progressively decreas- 
ing rate for a period of years after termina- 
tion. 

Clause referring to contingencies such as 
strikes, embargoes, governmental actions or 
prohibitions, etc. 
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Commerce Weekly which sells for 
$6 yearly; and the World Trade Di- 
rectory, listing Commerce's studies 
on various countries. 

Also, it’s a good idea to check 
with large basic suppliers who do 
business overseas, friends in other 
companies operating foreign licens- 
ing programs, trade associations in 
your field in foreign countries, 
banks with extensive foreign opera- 
tions and, occasionally, foreign em- 
bassies and agencies, and foreign 
Chamber of Commerce offices in 
the U.S. In addition, there's a grow- 
ing number of professionals con- 
sulting in this field now. 


Q. How can you make your prod- 
uct, your company, your services 
appealing to a foreign licensing 
prospect? 


A. The best bet is to create a bro- 
chure which describes in simple 
language your products or services, 
describes your position in the do- 
mestic market and your desire and 
abilities to service overseas licen- 
sees. 

A clear and practical corporate 
image, philosophy and policy re- 
garding foreign licensing is impor- 
tant. Pictures, publicity, answers to 
possibte questions the foreigner 
might ask should all be included in 
your brochure. Public relations pro- 
grams can greatly enhance the ap- 
peal of the licensing company even 
if this is only shown in reprints sup- 
porting the presentation and made 
available to the licensee. An empha- 
sis on the company’s being carefully 
organized (attitude as well as me- 
chanics) to serve the potential licen- 
see creates a definite appeal. An 
explanation of the seriousness and 
importance of the company’s inter- 
national program, the collective 
benefits, and any licensing successes 
it’s had (local) or foreign should be 
spelled out. 


Q. What if your competitor is al- 
ready in ahead of you? 


A. If your competitor has already 
jumped in ahead of you, you will 
find that the local company work- 
ing his license will have eager com- 
petitors looking for know-how to 
keep up. They'll be even easier to 
line up, especially if their competi- 
tor (the one using your competitor's 
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license) is successful. The company 
you find to compete with your com- 
petitor’s licensee can also learn by 
the first company’s mistakes and so 
can you. There are advantages to 
being “first” but there are also ad- 
vantages to not being first. 


Q. What kind of qualities do you 
look for in a licensee prospect? 

A. Look primarily for a company 
that has the same or nearly the 
same business philosophy as your 
company, or a desire for such a 
philosophy. It should be the kind 
of company your company can be 
proud to work with. 

The potential licensee should 
have a good reputation in its coun- 
try and certainly must have the fi- 
nancial ability to carry out the li- 
censing program. 

The company must have the 
physical facilities (space or abilities 
to acquire space) and desire and 
ability to expand. 

The potential licensee must be re- 
liable. It is important that the licen- 
see must understand what is being 
offered and must want—better still, 
need—what is being offered, mak- 
ing it a major factor in future plan- 
ning. 

Keep in mind that it is important 
that while all these qualities are de- 
sirable, they are not all essential to 
saccessful licensees. Like U.S. com- 
panies, few foreign companies are 
perfect. It’s hard to find many com- 
panies overseas as good as we think 
we are—yet we are constantly find- 
ing that there are many which, with 
the special talents of their own, can 
do better with our products than 
we can. 


Q. Can you give an example of 
how one company actually went 
through the steps of setting up a 
licensing deal? 

A. Naturally, there are many varia- 
tions in licensing based on individ- 
ual needs and special situations. I'll 
give you a case of a licensing agree- 
ment that’s proved to be a good 
model. 

Take the case of a midwest 
metal-working company. It had 
some special products and highly 
developed know-how in production 
techniques. This company’s whole 
attitude was developed in a com- 
plete, detailed written presentation 





describing all products, corporate 
image, and license operation. In this 
case, a potential licensee showed 
ready-to-go interest in Argentina— 


the company had been _ located 
through the international division 
of a steel supplier and had been 
given the full presentation. 

A blank, basic contract was 
mailed with a simple explanation 
for the reasoning behind the major 
paragraphs concerning fees and 
royalties. The contract spelled out 
a long term licensing arrangement. 
The U.S. company was to get a sub- 
stantial initial fee, a monthly tech- 
nical service fee and royalties. 

The blank contract and covering 
letter pointed out that the company 
operates on a full association basis 
in its licensing, whereby both com- 
panies almost merge (not physically 
or financially or by contract, of 
course) all common interests in 
their effort to get the maximum 
benefit for each out of the ripe 
Argentinian market. The company 
gives its name, patents, know-how 
and developments, past, present 
and future. 

This long term arrangement 
builds a partner and not a short 
term competitor (something that is 
feared by most new companies in 
foreign licensing). An attitude of 
serving the licensee rather than 
dominating it was clearly indicated. 

It’s good to note here that con- 
ventional license agreements don't 
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include initial fees and monthly 
technical fees. But I think this is 
necessary. The midwest company 
found that the initial fee made a 
very real proof of interest on the 
licensee's part. Obviously, if the li- 
censee paid some money it wasn't 
just wool gathering at the midwest 
company’s expense. 

The company found that the big- 
gest expenses in licensing come in 
the first phase of the operation. 
Therefore the fee pretty well cov- 
ered that. Then, the monthly fees 
were found to have kept a kitty 
filled from the licensing deals (there 


were more around the world afte: 
the Argentine deal) for future re- 
search for al licensees, adding to 
the company’s own research budget. 
The monthly fees also established a 
“forced” rapport one time every 
month where both the licensor and 
licensee had to ask themselves, 
“What have we done for them this 
month?” or “What did we get this 
month?” 

These fees don’t have to be big; 
their value lies in forced monthly 
aecounting. 

The real money is made in the 
royalties. But the fees help the over- 
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all program to be successful and 
keep it on a solid basis. 

It is telt that the licensee should 
come to visit the licensor—and come 
prepared to negotiate. First of all, 
the licensee's executive officer can 
see the U.S. company and absorb 
what it can do for him. Also, in 
this way, the contract is made on 
the home grounds and under the 
laws known to the licensor com- 
pany. This first major step might 
have come about after some execu- 
tives visit to a foreign company 
where contact was made. But the 
major business should be negoti- 
ated on your home ground if pos- 
sible. 

This was the approach used by 
the company in question. Prior to 
the arrival of the licensee prospect, 
the company developed two check- 
lists. One was a checklist of what 
it was to provide, giving some of 
the rights and services which flow 
to licensee (see box, page 47). 
Then, prior to the actual writing of 
the contract, the midwest company 
carefully considered and went over 
with its attorney a checklist of 
what should be covered in the 
agreement (see box, page 48). In 
this case the agreement was signed 
without further negotiation. 

After the agreement was signed, 
the midwest company sent its presi- 
dent to Argentina. He took his wife 
on this short trip as a diplomatic 
move to see the company, meet the 
executives and make friends. Then, 
after a period, the Argentine com- 
pany’s chief executive and a_ pro- 
duction chief came up to study the 
U.S. company. They brought their 
wives and stayed about a month. 
They were given step-by-step train- 
ing and the Argentine executives 
made strong friendships with their 
Yankee associates—most important 
for a good licensing deal. 

A solid method must be found to 
transfer technical know-how to the 
foreign licensee. In this case, the 
U.S. company spent months in the 
preliminary period putting together 
simple, clearly written technical re- 
ports. When the executives from 
the Argentine company visited the 
U.S. company, these reports were 
used as texts. The Argentine execu- 
tives added their own notes as the 
training sessions progressed. 

The importance of these first 
know-how sessions on home ground 
with the licensees’ top people can- 
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not be over-emphasized. The top 
men must learn first and do much 
of the teaching of their people on 
return. Authority deals with au- 
thority first; then follow-up with 
technicians means more. 

Q. There must be some drawbacks 
and pitfalls to foreign licensing pro- 
grams. What are they? 

A. There are many pitfalls, of 
course. But the great majority of 
them are self induced and will not 
come up if careful planning and 
programing are worked out. 

Caution itself can occasionally 
boomerang into a pitfall. Over-cau- 
tion can tie a company up so much 
that it cannot have a deal that is 
flexible enough to work over the 
long haul. 

Lack of imagination and lack of 
flexibility can be, perhaps, major 
pitfalls. An over-legalized approach 
and seeming mistrust can cause a 
great deal of difficulty in getting 
good licensees and maintaining 
them. If the law firm working with 
your company doesn’t have experi- 
ence in foreign licensing, it can 
over-protect the company and kill 
or hinder the completion of the 
agreement and/or damage the rela- 
tionship in the initial stages. 

Making too short a term for the 
licensing agreement, as has been 
said, is a pitfall. Sometimes this 
creates a short-term competitor. 

Also, quality control must be set 
up to protect your company’s name. 
This is an obvious pitfall area. 

Inability to make the licensees 
put in new equipment, or expand if 
the market demands, can be a pit- 
fall—you find yourself bogged down 
just when things are beginning to 
open up. 

There are lists of other pitfalls 
that can be bypassed by prudent 
judgment, good advisors and good 
attorneys (Sherman Anti-Trust law 
problems, monetary exchange situa- 
tions, political situations of country 
involved, restrictions both in the 
country involved and this country, 
raw materials needed and availabil- 
ity of equipment) but these are usu- 
ally worked over carefully in ad- 
vance. 

One of the most difficult pitfalls 
is the question—what happens if 
your long-term licensee is a dud? 
This is of great concern for many 
licensors and brings on one of the 
big problems in agreements of this 
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type: escape clauses: Because of 
this, contracts are often loaded with 
“outs” and minimums, etc., plenty 
of things which could terminate the 
deal if feet slip, fur gets ruffled, or 
you have to go through a rocky pe- 
riod together—just at a time when 
your contract should hold you to- 
gether. 

Instead of looking for outs, the 
deal should do everything to insure 
“forever togetherness” thinking. 
After all, if you set up your own 
plant, it isn’t easy to get out. If it 
isn't working, you fight to make it 


work. So with a licensee. Admit- 
tedly this can be a problem—you 
just have to pick good people in 
the first place and have as clear an 
understanding about these prob- 
lems as possible, in advance. 


Q. How much time and money are 
needed? And how much profit can 
you expect to make? 
A. Here again, let’s take the mid- 
west company, which is not the 
most profitable that could be 
pointed to, yet it’s doing quite well. 
This is a U.S. company doing $3 
million worth of business yearly 




























vehicles are leased. 







Bey 
Nationaljease 
wr 








men Nationalease -..- 


FITS YOUR TRUCKING NEEDS? 


@ THE CHANGE-OVER PLAN—We take over all of your present truck and 
maintenance problems, help you reorganize your truck facilities and per- 
sonnel. We supply you with new vehicles, engineered and painted to your 
exact requirements, or will buy and recondition your present fleet. _ 

@ THE ADD-A-TRUCK PLAN—As your business expands, don’t use vital capital 
for more trucks, lease new ones as needed. 

@ THE TRUCK RETIREMENT PLAN—As each truck in your fleet needs replace- 
ment, instead of buying a new one, lease it. In a few years all your 


@ THE PILOT PLAN—Instead of switching from ownership to leasing in all 
locations, select one location (or division) for a “pilot” operation using 
full-service leased trucks, comparing costs and headaches with trucks 
which you still own and maintain. 

LEASE FOR PROFIT — NATIONALEASE full-service truckleasing supplies 
everything but the driver. Licensed, insured trucks, engineered and painted to 
your needs, garaged and expertly maintained. ONE invoice, NO worries. Devote 
your full time, ALL your capital to your own business! 

LEASE A NEW CHEVROLET or other fine truck and operate it as your own, 

with no investment, no upkeep, no headaches! 





National 








know-how; 
local controls 






—write for 
literature. 











One truck or a hundred; 
all types and sizes. 


TRUCKS FOR RENT orrox an nour: 


NATIONAL 
TRUCK 
LEASING 
SYSTEM 


The ‘‘Lease-For-Profit’ Way! 





It’s smart to tie up with NATIONALEASE for a “flexible fleet”. Pay only for 
trucks that are producing—-YOU ALWAYS HAVE A STANDBY FOR 
PEAK SEASONS OR EMERGENCIES. Your local NATIONALEASE affili- 
ate is in the phone book and the yellow pages under National Truck Leas- 
ing System or write for facts and the name of the affiliate in your area— 


National know-how; local controls—write for literature. 


NATIONAL TRUCK LEASING SYSTEM 


Serving Principal Cities in the U.S. and Canada 
23 E. JACKSON BLVD., SUITE M-7, CHICAGO 4, ILL. 


(Circle number 124 for more information) 





sy | 








MAKE A 
LASTING IMPRESSION 


ot 








KLIPPER KING 
Nail Clippers with Fold-a-way File. 
Lustrous chrome or fine gold plate. 


KUSTOM KING specialties 


carry your message—for good! 


Perfect follow-ups to sales calls, quota- 
tions, trade show exhibits. Used daily by 
customers and prospects, Kustom King 
good grooming accessories carry your die- 
stamped advertising message permanently. 
Handsome, custom-finished — and fully 
guaranteed. 





~ "a 
— 


For samples and prices, write 


THE W. E. BASSETT CO. 


Roosevelt Drive * Derby, Conn. 
Monufacturers of TRIM® Manicure Implements 











What 


Ss 


the 

major 
cause of 
headache ? 


When using direct-mail, some 
irms are depressed. Waiting for 
replies puts nerves on edge—ten- 


f 


S 


FAST relief, you need Reply-O- 


I 


ion mounts up. But, for fast, fast, 


etter’s combination of 3 active 


ingredients to give vou — ONE: 


t 


S 


he letter with the Built-In, pre- 
igned reply card! rwo: expert 


letterwriting! THREE: 30% to 


50% 


f 


additional returns! You'll 
eel great... and Reply-O-Letter 


won't upset your pocketbook. 


Send for your free Reply-O- 


I 


etter booklet, complete with 
case histories today. 


fo {A good prescription. 
} + 
== | 
\ REPLY-O-LETTER 
r. | |! ~ 3 Central Park West 
a New York 23 








(Circle number 102 for more information) 





OF DURABLE 
ACRYLIC PLASTIC 


FOR THE SUCCESSFUL BUSINESS LOOK! 


What Does Your Business Front Say About Your Company... 
Your Products ... Your Service? The sign on your building is 
your “‘business card”’ to potential customers. No matter what you 
make or sell—a good front is an important business asset ... and 
Plasticles Sign Letters give your business distinctive, personalized 
identification that will be looked up to and remembered. 


The Right Sign is Important—Choose sign letters that beautify 
your building .. . that add prestige to your business. Plasticles Cor- 
poration manufactures a wide variety of designs and color combi- 


nations to choose from. 


C= a om ee = ee we we = = _—_—— eee ee 
Send Coupon for PLASTICLES CORPORATION 
iustrated Bulletin | 14584 SCHAEFER ROAD - DETROIT 27, MICH. 
Find out how you can identify your | Mail Illustrated Sign Bulletin to ... 
business with colorful Plasticles | 
Sign Letters. Guaranteed not to Name 
fade, chip or crack. Get complete | Address 
information on “‘what to look for | ; 
when buying sign letters.” | City Zone State 
fame ome meme REPRESENTATIVES IN PRINCIPAL CITIES ——— 














(Circle number 151 for more information) 


Sciiiaaeidseaale 

















and now has six licensees in six 
countries. Two are new and one is 
not yet productive. The company is 
receiving right now more than 
$200,000 yearly from the foreign li- 
censees and more than 80% of this is 
net. This isn’t bad considering the 
setup costs were negligible, only in- 
volving legal fees, some executive 
and staff time in preparation and 
organizing know-how (which is 
good for companies to do anyway), 
plus a few trips. 

As a permanent cost, the com- 
pany has one top executive who 
serves as liaison with the licensees, 
and one girl who does nothing but 
correspondence work with the li- 
censees. It took the midwest com- 
pany no more than a year to de- 
velop the initial licensing program 
and get the first deal started. And 
as soon as the initial fee was paid 
the company was technically mak- 
ing money on a foreign deal. You 
have to be patient, however; this 
isn't a “fast buck” business. The 
real profit may not show up for sev- 
eral years. In this case, royalties 
started coming in within a year. 

After three or four years with a 
well planned foreign licensing pro- 
gram going, it becomes a major con- 
tribution to the company's overall 
profit picture—and in some cases 
foreign licensing is inching up to 
where it is the company’s major 
profit winner. 

From here on in, foreign licens- 
ing can be a door opener to other 
types of foreign business. It doesn't 
have to be, but often is. It can be 
combined with investment—even 
help export—and bring new know- 
how home. It can cross-germinate 
ideas and compound benefits. 

Companies sometimes find that 
one or more of the licensees want 
them to come in with them as 
actual investment partners. This 
can be good if it fits company pol- 
icy (and the company can afford to 
invest). But investment and licens- 
ing should be mentally separated 
and treated as different things, each 
standing on its own merits. A Bra- 
zilian government official told me 
one time, “You businessmen from 
the U.S. should give know-how. 
We'll pay for it, but don't try to 
creep in and dominate us.” 

Licensing can be the best of all 
ways to go international. It’s fast, 
low cost and can be highly profit- 
able. = 
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Also available—Salestalk V-2. 4 speed. Takes up 
Projects both Filmstrips and to 12” records. 


Slides. Other Viewtalk Train- 
ing and Selling Aids from 

$10450 
COMPLETE 


$50.25 to $495. 
1ewle x inc. 





39 Broadway, Holbrook, Long Island, N. Y. 
IN CANADA—Anglophoto Ltd., Montreal 


(Circle number 140 for more information) 


a4. 





Manager asks expert 


by Dr. Robert N. McMurry 


CAN MANAGERS WITH NO COLLEGE TRAINING CHANGE JOBS? 


Question: How does a manage- 
ment man go about looking for a 


' new job when he does not have a 





college education? 

I have been an executive for five 

years. In fact, I’m president and 
general manager of a corporation 
now. But I would like to get with 
a larger firm. I like my work, but I 
feel that my earnings are limited. 
Maybe I am just greedy, but I feel 
[ can earn more and extend myself 
further. | can furnish a good re- 
sume. 
Answer: Why not start to extend 
yourself further by showing some 
initiative and imagination about 
getting another job? The best way 
for anyone, from a high school 
flunk-out to a Ph.D., to change jobs 
is to see what other jobs there are 
available. 

Here are some of the best ways 
to look for a new job, without actu- 


| ally declaring, “I’m looking for an- 





other job.” It is obvious that such a 
declaration could endanger your 
present company—and your posi- 
tion. 


1. Watch the executive recruit- 
ing ads in such papers as The New 
York Times and the Wall Street 
Journal. 

2. Make a few discreet contacts 
with the better executive recruiting 
firms. 

3. “Wonder aloud” (not too 
subtly) with some of your business 
friends. You never know when one 
of your acquaintances might know 
of a job right down your alley. 


4. Do some casting about for 
merger possibilities for your pres- 
ent firm. A merger with a bigger 
firm may give you the chance to 


step up in responsibility and earn- 
ings. 

If you take these four tips, you ll 
soon know what some of the possi- 
bilities are. Then you can decide for 
yourself whether any offer you get 
is better than your present position. 
Meanwhile, of course, hold onto 
what you have. 

Good management talent is in 
such short supply that there are 
darn few companies which wont 
overlook the lack of a college de- 
gree to get it—particularly if the ex- 
ecutive has five years of successful 
experience on key jobs under his 
belt. You'll probably get the best 
reception from companies just a bit 
larger or more complex than yours 
in the same or related fields. The 
giants probably wont be interested 
because youre not yet ready for a 
top spot with them and, as an ex- 
president, you'd be a misfit as an 
Organization Man. 

Stop giving yourself such a won- 
derful ready-made excuse for not 
changing jobs. You know full well 
youll get that better job if you go 
after it and if you really have what 
it takes. Are you afraid you really 
don't have what it takes or are you 
too comfortable where you are? « 





GOT A PERSONNEL 
PROBLEM? 


Send it for treatment (your 

anonymity preserved, of 

course) to: 

Manager asks expert, 
c/o Management Methods 


22 W. Putnam Ave., 
Greenwich, Conn. 
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If you use data-processing equipment, and have more 


than one business address, you'll like what you read here 


What is Data-Phone? It’s a new Bell System service that 
lets business machines “talk” together over regular tele- 
phone lines. 


How does it work? You connect Data-Phone with business 
machines at your headquarters and at outlying plants or 
offices. You place a phone call from one point to the other, 
turn on Data-Phone, and the machines “talk” data at speeds 
up to 1200 “bits” per second. 


What does it cost? You pay a small monthly rental for 
Data-Phone, then pay for each Data-Phone call just as you 
do for regular phone calls. 


What can it do for you? It can help you collect sales re- 
ports, inventories and production figures every day, or 
every hour, if you wish. It can help you control shipments, 
collect payroll figures and expedite all sorts of administra- 
tive, accounting, purchasing, credit and merchandising 
functions. 


Data-Phone can cut clerical time and expense for you, 
reduce errors, speed customer service and get you vital 


BELL TELEPHONE SYSTEM a) 


THE ONE SOURCE FOR ALL BUSINESS COMMUNICATIONS om 


JULY 1961 


information when you need it for management decisions. 
It’s doing it for many firms already. 


Data-Phone is just one of many new Bell System serv- 
ices which can help your company operate more efficiently 
and profitably. To get full details, just call your Bell Tele- 
phone Business Office and ask for a Communications Con- 
sultant—or mail the coupon. No obligation, of course. 


eeeeeeree eee eee eee eeeeeeeeeeeee cee eereoee eee eee eeeeeeeee 


American Telephone & Telegraph Company 
Data-Phone Division, Room 513A, Dept. F 
195 Broadway, New York 7, N. Y. 


Please have a Communications Consultant contact me 
regarding your new Data-Phone service. 
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WHERE THEY WORK 


The mon 


Robert C. Tri 


plett, president 


The company 


Triangle Advertising, 


North Abington, Mass. 


The designer 


| Robert Schneider 





Situated at the end of a dead end street, the Triangle building seems almost 


hidden in its natural woodland setting. The small pool adds atmosphere. 


Creative atmosphere 
for a creative company 
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Ne “Creativity, like a 
rare flower, needs the right envi- 
ronment for maximum growth,” says 
Robert C. Triplett, president of Tri- 
angle Advertising in North Abing- 
ton, Mass. 

With this thought in mind, the 
officers of the company decided to 
locate in an idyllic woodland set- 
ting. Although seemingly isolated 
from the outside world, Triangle is 
actually less than a half hour from 
downtown Boston. 

“We emphasize the creative side 
of advertising,” says Triplett. “We 
designed the building to provide 
our creative staff with near-perfect 
working conditions—a grand, open 
feeling, floods of natural light and 


custom built furniture utilizing 
natural wood grains for simple 
beauty.” 

This attempt to blend working 
areas with nature has met with 
both client and employee approval. 
The pleasant working atmosphere 
helps maintain easy personnel rela- 
tionships, and the quiet country 
setting nurtures individual think- 
ing. “We've found that it also makes 
for dedicated and _ concentrated 
work,” says Triplett. 

According to Triplett, clients like 
to meet at Triangle to escape the 
formality and interruptions so com- 
mon in city offices. Conferences are 
held around a circular glass coffee 
table instead of in a formal confer- 
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The homelike atmosphere of the conference room at Triangle helps make meetings friend- 
ly and informal. Ideas flow freely in a relaxed situation. 


Additional pictures on next page > 


The airy art studio promotes an easy working atmosphere. The parquet flooring reflects the natural wood interior. 


on 
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A battery powered 


PUBLIC 
ADDRESS 
SYSTEM 


ence room. The aim: to promote 
friendly uninhibited discussion. A 
kitchen, separated from the confer- 
ence room by an accordian wall, 


ing (itself designed to reflect the 
triangle idea) reflects its melding 
with the woodlands. The feeling is 
constant, from the vaulted, natural 
beams in the art studio to the 





provides coffee and snacks for em- 
ployees. 
The whole of the Triangle build- 


rough stone fireplace in the confer- 
ence room. # 


lolUR IR Guahaomr: @t-he-laler- tae 
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Executive 
Meetings 


Sales 
Meetings 


Product 
Demonstrations 


Training 
Programs 


Rallies 
Banquets 
Sports 








The president's office is subdued in color, and simple in deportment. Large 
windows augment the proximity to the outdoors. The woodland screen provides 
ample privacy without the need for draperies. 


VOICE CASE 





The Voice Case is designed for the 
busy executive who realizes that 
hours of preparation based on years 
of experience, will be lost if all of 
his audience, large or small, cannot 


hear what he has to Say. 





A light-weight, battery-powered, 


amplification system, built into a 





standard attache case, yet with room 


enough for papers and documents. 


NOTE: LOCAL & FOREIGN DISTRIBUTORS 
are cordially invited to write for details of 
our attractive proposal. Few territories open. 











The SIEGLER VOICE CASE A 
; et : oe? Ar 
Oe n,n ee | The typical office area for junior executives. The openness of such areas is in- 
PASADENA, CALIFORNIA | : . Y : ; 
| tended to promote greater freedom of intra-office communication. Decor is I 
kept simple in keeping with the homelike setting. i 
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“NGR PAPER 


saves us 

its 
entire cost... 
each year.” 


TV GUIDE, Radnor, Pa. 





| 


peceees 


sates RETURN POSTAGE GUARANTTIO 


' 
+ 


\ w NEW YORK NY 
< — PHIL O70 05 27 
—WDinON wut 


| 


erm as | 
secome cones marven | 

\ 

—— 

| 


- 

& 

J 

' JOSEPH J DOE 

@ | 101320 NORTH 90TH ST 
PHILADELPHIA PA 

. 

& 

Ah. 


iJ 


| NEWSPAPER 


[_ceoss Fe QITURN POSTAGE GUAR ANTTID bono 
q be - 











POISE ST DUE 
Vv 101320 NORTH 90TH ST 
PHILADELPHIA PA 


me 


| oO 
| 
i J 


GETVEN POSTAGE GuARANTIID La 


: bid ci, NORTH YOTH st 
; HILADELPHIA PA 
, \GUIDE 
2 ' 


— 


NEWSPAPER 


RETURN POSTAGE GuaRanrttD . 


JOSEP" Ser 
' ? 101320 NORTH 90TH ST 
! PHILADELPHIA PA 








each year.” 














| [~ aa | NEWSPAPER ff 


RETUEN POSTAGE GuARANTIED Ln 





my ee 





ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 
Another Money-Saving Product of 

THE NATIONAL CASH REGISTER COMPANY, pvayton 9, Ohio 
1039 OFFICES IN 121 COUNTRIES * 77 YEARS OF HELPING BUSINESS SAVE MONEY 


(Circle number 123 for more information) 
JULY 1961 





“We use NCR Paper (No Carbon Required) for multiple- 
copy distribution forms to speed delivery of TV GUIDE 
to our millions of readers. 

“The cost of NCR Paper is sometimes higher than 
forms with carbons. But its time savings and other advan- 


tages have a money value that more than offsets the extra 
cost. 


“We process forms much faster and more efficiently 
because we do not have to insert or remove carbons. In- 
stead, NCR Paper originals and copies are picked up as a 
complete unit, ready for processing. All this saves valuable 
time and reduces operating expense. 

“We estimate the time savings and increased efficiency 
of NCR Paper enable us to save the entire cost of the paper, 


Foe whe 
NCR PAPER 
ELIMINATES 


CARBON PAPER 








When—and when not— 
to make modei changes 


As the controversy rages, you still must decide: Will a model or style change in 


your product build or block sales? Some say change means growth. Others say 


that buyers now resent and resist ‘forced obsolescence. This article gives both 


sides so you can decide whether a change in your product is advisable now. 


ee = Should you make 
a model or style change in your 
product? 

No. Best-selling author Vance 
Packard claims that the practice of 
“planned obsolescence” is danger- 
ous and the American customer is 
ready to rebel against it. 

Yes. John Gordon, president of 
General Motors, feels that “dy- 
namic obsolescence” is necessary 
for sales expansion. 

Do these contradictory positions 
tend to leave you in the dark? This 
article will give the points on both 
sides of the argument as advanced 
by some of its major spokesmen. 


NO! 


“Change for the sake of change 
is not the great selling tool that 
advocates of model changes believe 
it is,” says Bernard A. Chapman 
of the Kelvinator Division of Amer- 
ican Motors. “The American cus- 
tomer will no longer fall for model 
changes based on forced obsoles- 
cence.” 

He reasons that the average 
housewife, for example, will be will- 
ing to buy a new kitchen range if 
you give her a better one. But she 
is not going to buy a new one everv 
spring merely to keep up with what 
may well be superficial — style 
changes. 

“The annual model change also 
leads to higher costs,” says Chap- 
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man. He lists four well-known rea- 
sons for this: 

1. The new model has to be de- 
signed, incurring engineering and 
styling expenses. 

2. The model has to be retooled, 
involving an increase in production 
overhead. 

3. If the product isn’t sold, it suf- 
fers a loss of value by becoming an 
“old” model. 

4. A large line of models in- 
creases parts and service expenses. 

Mr. Chapman believes _ that 
forced obsolescence is expensive 
and not very useful as a selling tool. 


NO! 


Yearly model changes in the au- 
tomotive industry are unnecessary 
in the opinion of George Romney, 
president of American Motors Corp. 

As head of American Motors, 
Romney has spearheaded the drive 
against yearly model changes not 
only in the automotive field, but 
throughout the many divisions of 
American Motors. 

He points to the Rambler Amer- 
ican and the Volkswagen as con- 
crete examples of successful auto- 
motive selling without yearly model 
changes. 

“The Rambler American will 
continue virtually unchanged now 
that the 1961 models have been up- 
dated,” says Romney. 


The 1961 updating was the first 
large scale model change in the 
Rambler American in the last 10 
years. 

Some executives at American 
Motors believe that they have set 
new standards in owner loyalty and 
repeat-buying for the automotive 
industry. These standards would 
not have been possible under the 
yearly model change plan, they in- 
dicated. 

Before you rush into a model 
change, this is a point worth con- 
sidering: the loss of owner loyalty 
and repeat sales may make a model 
change unprofitable. 


NO! 


Vance Packard has _ attacked 
American manufacturers for pro- 
ducing products designed to need 
replacing within a short period of 
time. 

Recently Packard continued his 
attack on “planned obsolescence.” 
He said: “Innovations for innova- 
tions’ sake is not necessarily a good 
business policy and, in fact, I think 
it is becoming rather dangerous.” 

Packard claims that the average 
customer has been overexposed to 
advertising gimmicks, and is be- 
ginning to clamor for _ bonafide 
facts. He says most of the claims 
of technological advancement are 
not founded on fact. 

Packard says: “All the great ex- 
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penditures on research and devel- 
opment by American manufacturers 
have not recently introduced a new 
product capable of meeting the 
needs of millions, such as the auto- 
mobile and the washing machine.” 

Now for the other side of the 
fence. 


YES! 


Vance Packard’s premise in The 
Waste Makers is hardly realistic, 
says Design Sense, a publication of 
the design firm of Lippincott and 
Margulies, Inc. It characterizes as 
“hash” his argument that American 
manufacturers “build in” obsoles- 
cence, then foist the products off 
on unsuspecting customers. 

Besides noting that Mr. Packard 
gives no specific examples of “built- 
in” obsolescence, the magazine 
takes the position that the reasons 
for yearly changes start with the 





Maytag took first stand 


She will buy a new Maytag 





before her mother needs another 











customer, not the manufacturers. We hve hones he generation Ming Min ne hema Wa oe es, 

amilies on record where the original machine at random from the assembly line. © worked it ; 

“Style is not something that man- (erandetier) i 301040 years ol and atl iy ad uot bo 10.145 (5218 ah 1 | 

ufacturers and designers have A ‘eens ome | 

forced down the throat of the con- Sclstabeasiog ”  Sppulenageaabyrre cepa , 
sumer, says Design Sense. Rather MAY TAG tic penis somata 


it is the outward expression of peo- 
ple’s inner needs and desires as 
uncovered by marketing research.” 
Design Sense concludes: “Under 
our system, the alternative to ob- 
solescence is stagnation.” 


YES! 


“The annual model changes are 
an integral and basic part of our 
economic progress,” says H. F. 
Lehman, general manager of Frig- 
idaire Division of General Motors. 

He says: “Obsolescence _ starts 
with the dreamers—the design en- 
gineers and stylists—and the pres- 
sure on them to meet deadlines 
makes for progress.” To abandon 
these deadlines, he feels, would 
mean deterioration that would work 
against the best interest of the cus- 
tomer and business alike. 

Lehman feels that yearly model 


Volkswagen's design philosophy 


aa 
Maytag Co. had been producing washers 


for 53 years under the governing principle of 
not putting out new models unless it had a 
bonafide technological advantage to offer. 





The famous Italian designer suggested one change. 





The current Volkswagen advertising cam- 
paign stresses the fact that yearly models sel- > 
dom change in appearance. Kine om Se - 
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‘Soft’ seating for 


hard working executives 





Model 28-TA 
? as illustrated with 
@ Here’s the comfort you need and the value you want. combination upholstery 


This new deluxe Cosco Chair is fully adjustable. Has $ 6 4° 5 


dual-contour molded foam rubber seat. Foam-cushioned 


backrest, upholstered front and back. Even the arm- ($68.95 in Zone 2) 


rests are foam! Get a free demonstration in your office. 
Your dealer is eager to prove the comfort and out- 
standing value of this new Cosco Chair. 


Find your COSCO Office Furniture dealer in yellow pages of phone book, 
or attach coupon to your letterhead. 


SP RO rs Yan Model 25-S 
t ee, ee ee aa. =€6See eee 
HAMILTON COSCO, INC., Dept. MM-71, Columbus, Indiana I $42.95* 
| Write us for complete information on COSCO office i ata 
| furniture and new full-color catalog, or phone your near- | 
| by COSCO dealer listed in yellow pages. | 
| LR pen UE Roe od EOE RAE Oc ne ! 
| | 
| TEER SEE Se NORE SOT ee eta Te eee TORT | 
| OR os cincrs ame ae ERE oO Eo ee TE EEE Te TES | 
| (Please Print) | 
| Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. | 


ee — — — eee ee ee ee ee ee ee 


| 








Model 28-TA with all-Naugahyde up- 
holstery, $59.95 ($63.95 in Zone 2). 





Model 27-LA 
Conference 

Arm Chair 
$39.95* 

($43.95 in Zone 2) 


*Models 25-S and 27-LA are priced with all-Naugahyde upholstery. Zone 2: Texas and 11 western states. 


(Circle number 110 for more information) 
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changes lower a product’s price to 
the customer. He points out, for 
example, that the 1961 11-cubic- 
foot refrigerator carries a_ sug- 
gested retail price of $259.95, con- 
trasted with $382.75 for the com- 
parable 1951 model. 

He concludes: “We didn’t make 
progress by standing still. We did 
it by inducing people to buy our 
products. And we accomplished 
this through product design, adver- 
tising and salesmanship. The regu- 
lar model change is intimately as- 
sociated with all three of these 
factors.” 


YES! 


“Terms like forced or planned 
obsolescence are derogatory and 
not suitable to describe the yearly 
model changes,” says John F. Gor- 
don, president and chief operating 
officer of General Motors. 

He believes that it should be 
called “dynamic obsolescence’ for it 
has spurred the improvement of 
new products, made millions of old 
models available for those who 
cannot afford the new ones, and 
provided jobs for more people. 

Model changes do not increase a 
product's price, Gordon says. He 
believes that little or no annual 
change would cut sales volume and 
hence make each product more 
costly to manufacture. 

He says: “The extra cost due to 
lost sales would offset any produc- 
tion advantages due to not chang- 
ing models.” 

Summary 

Should you change models right 
now? This will depend on your 
unique and individual situation. But 
careful answers to the following 
questions will help you to evaluate 
that situation: 

1. Will your customers be inter- 
ested in new styles? 

2. Can you see advantages for a 
model change, or are you blindly 
following your competitors? 

3. Will your new model actually 
offer an improvement? 

4, Will the sales resulting from 
the model change offset any rise in 
production and other costs? 

5. Will your designers and engi- 
neers tend to “stagnate” without 
deadlines? 

6. Will the added model tend to 
overtax your service department? 

7. Can you attract customers with 
a product that doesn’t change? = 
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Better ways 
to run a 
business 





Here's a way to 


RECRUIT SALESMEN’S WIVES 
WITH TRADING STAMPS 

You can put extra drive into your 
salesmen by enlisting the aid of 
their wives—with trading stamps. 

Central Standard Life Insurance 
Co., Chicago, started a major sales 
campaign by mailing a stamp sav- 
ings book and 30 free trading 
stamps to its salesmen’s wives. 

A special early-bird prize of 1,500 
stamps was offered to any salesman 
writing a minimum of $30,000 in 
ordinary life during the first week 
of the campaign. 

All company executives agree 
that, as members of the “family 
sales team,” the wives are in a posi- 
tion to come up with many names 
ef likely prospects for their hus- 
bands. 


Here's a way to 


SPUR EMPLOYEE 
EFFORT WITH ROCKETS 

How do you keep profit sharing 
employees’ optimism and_ confi- 
dence intact when profits decrease? 

The In-Sink-Erator Co., Racine, 
Wis., is meeting this problem with 
a rocket motif program. Taking 
advantage of the attention-building 
aspect of rockets, the company is 
using a three-part program to build 
employee enthusiasm. 
Part one: “Operation teamwork” 
blasted off at the yearly dinner 
meeting of 35 key company person- 
nel. A four-foot high ballistic mis- 
sile model was unveiled after din- 
ner. A company spokesman ex- 
plained that without employee 
teamwork the company’s _ profit 
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“PACKAGED” FILING 


UNIQUE PORTABILITY 
... documents are in handy boxes. 
NEW FLEXIBILITY 
... simpler to change and expand. 
DOLLAR SAVINGS 
...in equipment cost, clerical time. 


UNIT SPACEFINDER BOX. 
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UNIT SPACEFINDER’, an exclusive, revo- 
lutionary filing system, provides unequalled 
flexibility with unprecedented speed. 


The unique hanging box, combined with 
a sturdy, free-standing frame, is the secret 
of the system’s success. 


UNIT BOXES hang on 
cross-rails, package docu- 
ments for fast transfer or 
work at desk. 


Boxes, which slide back and forth on rails 
and can be carried anywhere, “‘package’”’ 
documents for most efficient finding and fil- 
ing ever known! *Pats. Pending. 





TWELVE PAGE BROCHURE 
will show you money- 
saving secrets of Unit 
Spacefinder and Space- 
finder Filing System. 








CREATE SPACE where 
you need it simply by slid- 
ing boxes of documents 
along rails. 





HOME OFFICE: 995 MARKET ST. 


SAN FRANCISCO 3, CALIFORNIA 
(Circle number 138 for more information) 


TAKE 
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The office manager 





watched every 
move | made 


before 
PENDAFLEX 


Be more efficient. Snarl. Time is 
money. Growl. His fur was really 
ruffled about high office costs. 

Then we installed Pendaflex hang- 
ing, sliding file folders—with built-in 
efficiency. Oxford Pendaflex folders 
slide on metal rails, give finger-tip 
control of all file drawers. Filing is 
easy—and fast! Exclusive Pendaflex 
“keyboard” selection practically elim- 
inates misfiling and lost correspond- 
ence. Speed, ease and efficiency. 
Pendaflex has them all. 

Our office manager? Now he purrs 
like a kitten. About Oxford Pendaflex. 
Why don’t you get all the facts— 
plus a FREE File Analysis Sheet and 
complete Oxford Catalog. The coupon 
is below. 


Oxford Filing Supply Co., Inc. 
Garden City, New York 
{n Toronto, Luckett Distributors, Ltd. 


Oxford 


FIRST NAME 
IN FILING 


4 


OXFORD FILING SUPPLY CO., INC. 
4-7 Clinton Road, Garden City, N. Y. 





Please send full information on | 
Pendaflex ‘“‘filing machines’’ plus free 
‘File Analysis Sheet"’ and 60 page Oxford | 
Catalog of Filing Systems and Supplies. | 


NAME 





FIRM 
STREET 
CITY, 








ZONE STATE, 





| 
A ees ogee 
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rocket wouldn't get off the ground. 
At this, the missile sputtered and 
failed. To illustrate what teamwork 
could do, the missile rose on catgut 
to the 35-foot ceiling. 

Each of the key men received a 

miniature model of the missile, in- 
scribed with “Project teamwork.” 
Part two: The second major aspect 
of the program consisted of a large 
chart simulating outer space being 
placed on the wall of the coffee 
area. The chart is equipped with an 
indicator missile that can be moved 
along the chart. Next to the chart 
is placed a large instrument panel 
that shows the status of the various 
profit factors such as: sales, scrap, 
quality standards, absenteeism. As 
profits rise or fall, the indicator mis- 
sile is moved along the chart of 
outer space. Thus any morning an 
employee can easily see if profits 
are “out of this world.” If they are 
not, he can usually spot the reason 
why on the instrument panel. 
Part three: “Space bulletins” are is- 
sued from time to time in order to 
keep plant personnel and salesmen 
informed of company profits and 
progress. 

The company feels that the proj- 
ect will spur employees on to more 
intense efforts whatever direction 
the profit rocket takes. 


Here's a way to 


GIVE YOUR EMPLOYEE A 
HIGH SCHOOL EDUCATION 

The Northwestern States Port- 
land Cement Co., Mason City, 
Iowa, runs a high school for its 
employees. It might pay you to do 
the same. 

Northwestern can give an em- 
ployee a complete high school edu- 
cation for only $30, plus books and 
materials. The company splits this 
cost with the employee. However, 
if an employee successfully com- 
pletes the course, the company re- 
funds his money. 

This low cost program is possible 
because of the cooperation of the 
Mason City Public Schools and the 
University of Nebraska. 

Some of the courses are taken 
through the adult education depart- 
ment of the Mason City Public 
Schools. The rest of the courses 
are given by the company. All com- 
pany course material is obtained 
from the University of Nebraska. 
The university also corrects and 





The Template Group 





crisp new design 
in office furniture 


Now quantity production 
makes advance styled furni- 
ture affordable and practical 
for the general office. Inter- 
changeable components al- 
low unlimited combinations. 





Write for free brochure. 


THE LEOPOLD COMPANY 
Burlington, lowa 
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How To Get Things Done 
Better And Faster 








BOARDMASTER VISUAL CONTROL 


yy Gives Graphic Picture—Saves Time, Saves 


Money, Prevents Errors 


/ Simple to operate—Type or Write on 
Cards, Snap in Grooves 
J Ideal for Production, Traffic, Inventory 


Scheduling, Sales, Etc. 


sx Made of Metal. Compact and Attractive. 


Over 500,000 in Use 
Full price $4950 


with cards 
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grades the work. The company’s 
education committee approves 
other courses if they come from 
accredited sources. 

Company officials report that the 
school is poptlar with the employ- 
ees. It is a little too soon to judge 
the ultimate value of the courses 
to the company. But indications 
point toward substantial and valid 
dividends. 

Even during the recent wide- 
spread unemployment, many com- 
panies had trouble finding em- 
ployees with the educational back- 
ground to fill skilled positions. This 
is a problem that Northwestern 
shouldn't be troubled with in the 
future. 


Here's a way to 


CEMENT EMPLOYEE RELATIONS 
WITH INFORMALITY 

Any situation that creates in- 
formal contact between workers 
and management can be used to 
promote better industrial relations. 

DeVlieg Machine Co., Royal 
Oak, Mich., for instance, achieved 
a surprise personal touch by buy- 
ing a vision testing machine. 

The original reason for purchas- 
ing the machine was to establish 
visual standards for each job classi- 
fication in the plant. It was em- 
ployed at first when hiring new 
workers and occasionally on a ma- 
chine operator if a foreman noticed 
him having difficulty reading blue- 
prints. 

At the same time, the equipment 
was made available to employees 
on a voluntary basis—either to 
check their eyes, safety glasses, or 
personal glasses. 

The informality with which the 
equipment was used created such 
a friendly atmosphere that the per- 
sonnel director, W. A. Clark, found 
himself exchanging everyday small 
talk with each employee on every 
type of subject—from job to family 
problems. As a result, he personally 
began to conduct all the vision 
tests. The testing time was 
stretched from six minutes to 15 or 
20 minutes in order to create an 
added opportunity for the person- 
nel manager to get closer to the 
workers. 

The company reports that many 
employee problems have been iso- 
lated and solved because of the 
vision testing in friendly atmos- 
phere. 
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The Boss Meets Plastisol F-100 





New Columbia Plastic Coated Copy Film 
OU'’LL be enthusiastic, too, hole « Packaged in new patented 
once you’ve seen new Plasti- Carbnpad—100 sheets to the pad 


e Easier to use, easier 
to store—in every desk 
drawer « Try it! 


‘FREE DEMONSTRATION— 
Write either Columbia 
Ribbon & Carbon Mfg. 
Co., Inc., 112 Herb Hill 
Road, Glen Cove, N. Y. 
or Columbia Ribbon & 
Carbon Pacific, Inc., 
Duarte, Calif. No obliga- 
tion, of course. 


sol F-100 copy film out- 
wear and outperform 
even the finest carbon 
papers! 


Plastisol F-100 outwears 
carbon tissue by 3 to 5 
times « Re-inks immedi- 
ately - Produces perma- 
nent, smudge-free copy 
with complete uniform- 
ity « Doesn’t dog-ear, 
tree, curl, wrinkle or pin 


LASTS. FD 
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Cumulative Production 
Schedule™ 


BESELER 
VU-GRAPH 


The Right 


l ow 
of “Cabot 
Crowmunicalion 


The Beseler Vu-Graph, a new and radi- 
cally different visual tool for business 
meetings and sales training programs. 
Operated from the front of a fully lighted 
room the Vu-Graph is an “electric black- 
board.”’ Facing the audience at all times, 
the user projects what he writes, as he 
writes it! Or previously prepared trans- 
parencies are projected, in brilliant 
colors, as large as 11’ x 11’. 


At a sales meeting the key features 
of a new product appear on the screen 
the instant the sales manager makes his 
points. At a conference or board meeting 
figures and charts are projected, for all 
to see, without an instant’s loss of time. 
At a sales training session a complex 
business technique, or a piece of 
machinery, is visually explained a simple 
step at a time. 


Almost without effort the Vu-Graph 
becomes the user’s “right hand of com- 
munication.’’ To learn about the specific 
benefits of Vu-Graph overhead projectors, 
and the new visual presentation tech- 
niques they permit, use coupon below. 


CHARLES BESELER COMPANY 
220 So. 18th St., East Orange, N. J. 


(J Send complete info on Beseler Vu-Graph 
and overhead projection techniques. 

[-] Have a Beseler A-V Consultant contact 
me for ‘‘no obligation’? demonstration. 
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New products 
FOR THE MANAGER AND HIS STAFF 


PHOTOCOPIERS 





New photocopiers emphasize 
time, price, and compactness 


Competition continues among 
photocopier makers to meet the 
current demand for better and 
more effective copy machines. 
Time, budget prices, and compact- 
ness are a few of the new features 
currently being promoted. Here are 
a few of the new products. 
Rovico Fotomate... A _ new, 
budget-priced, 10-inch photocopier 
is offered by Rovico, Inc., Newark. 
The Fotomate is lightweight and 
yortable and sells for only $99.50. 

The machine features a dispos- 
able cartridge containing a devel- 
oping fluid, thus offering all the 
advantages of a dry machine, says 
the maker. 

For further details on the Rovico 
Fotomate, circle number 255 on the 
Reader Service Card. 


Electricon . . . is a fully automated 
electrostatic camera processor. Elec- 
tricon is designed to produce offset 
duplicator masters in less than one 
minute. Complete pushbutton oper- 
ation permits a user to make an off- 
set plate, install it in a duplicator, 
and have copies in quantity in five 
minutes or less. 

The unit will also enlarge or re- 
duce without the use of a negative. 
The Electricon is made by Robert- 
son Photo-Mechanix, Inc., Chicago. 

For more details on the Electri- 
con, circle number 254 on the 
Reader Service Card. 


Transmatic I... is a completely 
self-contained copier which needs 
no accessories. Space is saved by 
having a compact paper-safe built 
into the base of the copier. 

The fluid developer is premixed 








A New Way 
to Spur Gains in 
Productivity 





The 
RUCKER PLAN 


for 
a) Hourly Employees 
and/or 


b) Executives and 
mid-Management 





Literature upon 
Executive Request 
FounvED 1929 
THE EpDY-RUCKER-NICKELS COMPANY 
Management Consultants 
6 Brattle Street 
CAMBRIDGE 38, MASS. 
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RECORD 
TORAGE 


ALL YOU NEED TO KNOW 


ABOUT RECORD STORAGE 
IN 2 FREE BOOKLETS 


Send for your FREE ‘‘Manual of 
Record Storage Practice” telling you how 
long to retain or destroy business records. 
It outlines an easy-to-do storage plan 
for inactive records. 

With the Manual we will send our New 
Catalog on Record Storage Filing Equip- 


ment. Learnthe facts thatevery business- 
man should know about record storage. 
Clip ad t ur letterhead and mail to: 


F\ky% BANKERS BOX CO., Dept. MM-7 
—| 2 
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<a Record Specialists Since 1918 
FopuC’ 2607 N. 25th Ave., Franklin Park, ill, 
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and housed in a disposable car- 
tridge to insure messless operation. 

Besides the advantage of com- 
pactness, the Transmatic I will per- 
fectly reproduce a letter in just 11 
seconds says the maker. 

For further details on the Trans- 
matic I, circle number 241 on the 
Reader Service Card. 


Anken Film Corp. . . . offers a new 
copy machine that features an in- 
ternal paper supply. It does away 
with the necessity of lining the 
original up with copy paper. Only 
the original needs to be fed into the 
machine. It handles any material up 
to 11 inches wide by any length. 





The fully automatic copy ma- | 
chine also: turns itself on when the | 


material is inserted, makes expo- 
sure, peels away the negative, ad- 
justs itself to all lengths, trims the 
positive, and delivers at the rate of 
four copies per minute. 

For more information on_ the 
Anken copy machine, circle number 
250 on the Reader Service Card. 


SEATING 


Folding chair has comforts 
of office chair 


Howe Folding Furniture, Inc. is 
marketing a new folding chair. 
Many of the comfort features that 
are found in the finest office furni- 
ture are incorporated into the Howe 
100, says the manufacturer. 

It is one of the few folding chairs 
with full length arm rests. Arms, 
backs, and seats are cushioned with 
foam ruber. 

It's just the thing for an im- 
promptu conference room. Later, 
fold chairs away to clear area for 
routine work. 


For more information on the 
Howe 100 folding chair circle num- 
ber 244 on the Reader Service 
Card. 

r 








The Howe 100 folding chair with foam | 


rubber back, seat, and arms. 
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MR. ROYTYPE CAN PRODUCE A WHOLE 
WIDE WORLD OF DUPLICATING SUPPLIES 


Depend on it. You can find your selection in Roytype’s complete 
collection of office duplicating supplies. [| Mimeograph, hectograph, 
offset — whatever your duplicating process, whatever the kind and 
quantity of copies you want, Roytype has exactly the right products 
for your machines. [_| And, don’t forget Roytype quality. Roytype 
research continues to develop and improve ribbons, carbons, stencils, 
inks, papers and all the other necessary supplies for excellent dupli- 
cating work. |_| Your Roytype Representative can help you select 
just what you need. He has a whole wide world of duplicating 
supplies at his, and your command. Ask him to help you with your 
other office supply requirements, too. Why don’t you call him today 
at your nearest Royal McBee Office? 


ROYTYPE 


A complete line of business supplies... expert help... 
and dependable service, too. © 1961 Royal McBee 


| PRODUCT OF ROYAL McBEE CORPORATION, WORLD’S LARGEST MANUFACTURER OF TYPEWRITERS 
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SAPERTMENTAL MODEL. 


Even the lowly rag mop gets a thorough testing at 
American Building Maintenance. We’re engaged 
in a never-ending research program to discover 
improvements in janitorial equipment and sup- 
plies; to find the best brands for your particular 
maintenance job; to find new ways to do old 
jobs—faster, better, more economically. The 
cost to you? Nothing. You get the full benefit 
of ABM’s scientific know-how (and the finest 


janitorial materials on the market) for no more 


than the cost of ordinary maintenance service. 

Continuing research is just one reason that 
ABM (the Giant Janitor) has become the world’s 
largest building maintenance service. We com- 
bine the old-fashioned virtues—economy, de- 
pendability, thoroughness—with the most mod- 
ern equipment. We would be glad to give you an 
estimate—with no obligation on your part, only 
ours. Write: 335 Fell Street, San Francisco 2, 
Calif. Or consult your local telephone directory. 
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Protect your firm against executive pirates 


they don’t present the wrong man 
to their clients. Recommendations 
can be misleading. “Sometimes a 
man you've approached will come 
back several days later and say, ‘I 
have given this a lot of thought and 
the man who really fits what you're 
looking for is my subordinate. I’m 
going to lose my right arm, but Ill 
get in there and fight for him.’ It’s 
frequently somebody they're trying 
to unload,” Frank Canny says. 

There’s something else that will 
cool a recruiter off on an executive, 
too. That's when the recruiter 
senses that the man is not really 
serious about moving. “I know half 
a dozen executives who have told 
their superiors that they will move 
for a more soundly based career po- 
sition, should it come along,” says 
Hardy Jones. “But in general, | 
think if these men tell their supe- 
riors theyre actually planning to 
move, all they're angling for is a 
little leverage within their own cor- 
poration. They aren't really serious 
about moving at all.” 

“Besides,” says Rawle Deland, “if 
an individual tells his boss he’s 
planning to move, this sets up 
somewhat of a strange relationship. 
If he takes the job, well and good. 
If he doesn’t, but gets a better deal 
for himself in his present company, 
I don't think in the long run that 
will be a happy circumstance. The 
boss, knowing this man has been in 
one negotiation, is going to suspect 
him. And the man feels uneasy 
about getting what he feels is a 
deserved raise in this manner. Why 
hadn't his company given it to him 
before?” 

Sometimes recruiters never begin 
a search. “At the outset,” says Frank 
Canny, “most recruiters ask this 
question: have you looked within 
your own organization? It has hap- 
pened that the kind of man the 
client wants is right there in his 
company—ready but unrecognized. 
We can screen executives in the 
company to see if they are right for 
the new post. Once I called a com- 
pany back and told them not to 
bother interviewing anyone from 
the outside. The man they wanted 
was already there in another spot.” 

The three recruiters agreed that 
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nearly every ethical search firm 
begins with an analysis of the client’s 
present management. Not only 
might they find the man a client 
needs at home base, but it helps the 
morale of other employees if they 
know they're getting a crack at the 
new job. 

Doesn't it do the recruiter out of 
a fee if he finds the man in his 
client's company? “It might,” says 
Canny, “but after all, you’ve got 
that company as a client forever- 
more. We're there, essentially, to 
perform a service for the company, 
in whatever way we can.” 

It’s clear that the executive pi- 
rates have a lot going for them 
when they set sail on a search. To 
their advantage is the fact that ex- 
ecutive turnover is increasing. Mo- 
bility is easier. Special skills are 
keenly sought. They are in the 
psychologically advantageous posi- 
tion of offering a man greater op- 
portunity, increased responsibility, 
more money and a host of other 
things he may covertly desire. 

But these facts don’t mean that 
your company is defenseless in the 


“The strongest inducement you can 


offer is an opportunity for the 
man to run his own show.” 


continued from page 35 


face of the raiders. Here are actions 
you can take to hold your key men. 


3. THE DEFENSE 


To protect your firm against ex- 
ecutive pirates is like fighting in the 
dark. You don’t know whether your 
enemy is coming at you, but you've 
got to keep swinging. 

Can a company tell when an ex- 
ecutive pirate is in its waters? “I 
don’t think they should be able to,” 
says Rawle Deland. “There’s no 
physical way to tell, unless the ex- 
ecutive weve approached tells his 
superior. They seldom do that for 
fear of undercutting their present 
positions if they're not accepted.” 


Fight fire with fire 


One thing you can do to ward off 
executive pirates is to beat them at 
their own game. The previous sec- 
tion listed the inducements that 
cause executives to change jobs. 
Part of the answer in holding a man 
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“Gets things done...” 


...Say hundreds of users. Entries 
made directly with marking pencil 
on a rolling “Mylar” sleeve which 
moves with time, bringing deadlines 
constantly closer. Entries easily 
erased with the swish of a cloth. 


Send for FREE GUIDE 
to Control Methods 
with full-scale, sample chart section 
Shows how Rol-a-chart controls 22 different 
items: orders, production, data processing, 
j maintenance, dispatching, sales, etc. 
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Designed for you, handsome tie-clasps, 
cuff links, lapel buttons stimulate sales, 
create good will as: 
e Sales campaign awards 
e Staff service and performance awards 
e Gifts for special occasions 
e Customer good will gifts 
Send for FREE 12-page booklet 
WILLIAMS & ANDERSON CO. 


Industrial Division 


14 Third Street, Providence 6, R. 1. 


EMBLEM MANUFACTURERS SINCE 1901 
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When reports go to “The Boss,” 
why not make them error-free, more 
readable, quick and easy to use 
for comparisons and figure 
analysis. Everyone will be pleased. 
New Hano VERTI-BAR Tab 
Forms with shaded vertical 

or horizontal columns are the 
answer. They are worth looking 
into right away. 
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is to match or better the induce- 
ments he might be offered. But this 
isn't the whole answer. 

Rawle Deland says, “ . aman 
has to be unhappy or discontent 
with something in order to leave.” 

You might offer a man all he 
could want in salary and responsi- 
bility, but suppose he feels cut off 
from your inner circle? Or suppose 
he feels there’s no room at the top? 

If you really want to hold your 
key executives, you have to cover 
yourself on a multitude of fronts. 
Leave one open, and the executive 
pirate can pry a lever into it. 


Executive’s career needs 

Like most people, executives are 
selfish. They're keenly interested in 
their own careers. To hold them, it’s 
a good idea for you to be interested 
in their careers, too. 

“To protect itself against us,” says 
Hardy Jones, “a company should 
make its first step really sound for- 
ward organization planning. It 
should plot the relationship of the 
people it hires to that organization. 
And it should take a decisive look 
at their personal career cycle needs 
in relation to the probable corpo- 
rate cycle. This, I think, is the gut 
of the whole thing. The individual 
today is getting much more sophis- 
ticated about planning his career. 
He’s reading more about it, he’s 
hearing more about it and he’s get- 
ting better advice about it. 

“He knows he has one thing to do 
—keep his age and his scope of re- 
sponsibility and his compensation 
cycles all in gear. As soon as he’s 
out of school, he knows he'll get his 
technical knowledge until — he’s 
around 35 or 38 when it’s fairly 
easy to move up. He may then be 
at the $16,000 to $18,000 level. Now 
management is asking, is he really 
cutting the mustard, is he a step 
ahead of the others? Because dur- 
ing that period of 35 to 45, as a 
general rule, he has got to make 
the second biggest step he'll make 
in his career: that’s to break into 
top management. 

“If he’s the man with real man- 
agerial potential, he knows he’s got 
to make this critical step. If he can’t 
make the jump in one company, 
he'll soon try another.” 

A MANAGEMENT METHOps editor 
asked whether companies are mak- 
ing some basic mistakes in their 
forward planning. Jones said no. 








“‘Communication is the almighty tool that will help 
you hold onto good men.” 


“The companies may make no mis- 
takes at all. But if executives are 
leaving, it may be because the cor- 
porate cycle of expansion doesn't 
have openings for which they are 
fitted at the right time.” 


Where can he go? 

In his book, A Creed for Free 
Enterprise, Clarence B. Randall 
wrote: “If [a man] leaves our com- 
pany, and I am unhappy, it would 
indicate that we have underpaid 
him, or withheld from him an in- 
sight into the future to which he 
was entitled.” 

That pinpoints another reason 
why executives move. Their pres- 
ent jobs might be fine, but the fu- 
ture is dim. Alert companies make 
sure their “comers” know what 
they can expect. 

“I asked one man why he was 
leaving an excellent corporation 
with an excellent reputation,” says 
Hardy Jones. “He said he was mov- 
ing because he could not with 
probability forecast the goal he 
wanted to reach in that company. 
‘The president told me that I’ve 
had more raises and more promo- 
tions than anyone else my age, 
which was true. But they persisted 
in thinking in terms of the present, 
and | had to think of the future.’ ” 

Often a company is blind to 
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these needs of its executives. 
“That’s when a management con- 
sultant or management psychologist 
can help a firm,” says Rawle De- 
land. “Executives’ needs must be 
brought to the attention of top man- 
agement, if it is to hold its men. So 
must the importance of thorough 
forward planning. People may be 
reluctant to discuss their problems 
with the president, and the presi- 
dent may not realize what his ex- 
ecutives’ aspirations and growth 
possibilities are. I think it’s very im- 
portant to have a go-between like 
a consultant who can speak up 
at the top management level.” 


Compensation 


There's no question that money 
plays a strong part in keeping a 
man satisfied. But high salary alone 
won't hold a man. 

Some large firms have tried to 
“lock in” their top managers with 
various deferred compensation pro- 
grams. “Standard Oil of New Jersey 
and General Motors lock their ex- 
ecutives in so well with fringe bene- 
fits that it is impossible to steal 
them,” complains one New York 
recruiter. 


Deferred compensation plans are 


only tentative defenses, however. 
The case books are full of execu- 
tives who have taken substantial 
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financial cuts to get higher jobs in 
smaller companies. 

There’s another weakness in de- 
pending on deferred compensation 
plans as defenses against piracy. It 
is this: companies eager to capture 
top managers are often prepared to 
equal or better the financial bene- 
fits of an executive's present spot. 

“The base salary is of prime im- 
portance up to about $25,000,” says 
Frank Canny. “Then other forms of 
compensation become more impor- 
tant: stock options, insurance, club 
memberships, expensive cars, etc.” 

Bonuses can help keep an execu- 
tive adequately compensated. But 
base bonuses on performance, the 
recruiters say. A fixed bonus has 
little or no staying power. 


Opportunity to grow 

A practical executive develop- 
ment program is one of the best de- 
fenses against piracy. The firm that 
opens all its doors to advancement 
for its executives is likely to hold a 
high percentage of them. 


A good development program 
has two advantages. 

1. In the short term, it creates a 
climate which encourages individ- 
ual growth, development and ad- 
vancement. Talented executives find 
their abilities are being used. They 
are less likely to look outside for 
opportunities. 

2. In the long term, a strong de- 
velopment program can improve 
the abilities of all managers. 
Should some men be lured away by 
other firms, the raided company 
has a management reserve to tap. 

There’s no one way to establish a 
management development program; 
there are probably as many differ- 
ent plans as there are companies. 
But the basic objectives of effective 
development programs are these: 

s Close surveillance of each man- 
ager’s effectiveness. 

# Continual aid to help him im- 
prove his skills. 

# Flexible frameworks that allow 
for advancement. 

Obviously, no development pro- 


gram is 100% effective against pi- 
racy. Some executives will always 
be good targets, regardless of com- 
pany efforts to hold them. Also, 
companies may not be able to move 
men up as quickly as they'd like. 
Says Hardy Jones, “Suppose you 
have nine bright young men in 
their early forties, but you only 
have three vice presidents. They 
feel, and perhaps you feel, that if 
they were good enough to knock on 
top management's door, they have 
the right to enter. But you don't 
have positions for all of them. Some 
are bound to leave.” 

Some companies do not favor 
organized development programs. 
“We have no executive develop- 
ment program,” says Robert P. 
Koenig of Cerro de Pasco. “These 
programs are bad. They produce an 
elite of young Turks who think they 
are going to run the company. This 
leads to jealousy.” 

Another critic of development 
programs claims they are often too 
highly organized to do any good. 





WHAT DOES IT COST TO RECRUIT AN EXECUTIVE? 


“Executive recruiting firms . . . are too expensive,” 
says Robert P. Koenig, president of Cerro De Pasco. 

‘Professional recruiters cost less, in the long run, 
than if a company does an executive search on its 
own,'’ counters Hardy Jones, vice president of Ward 
Howell Associates, Inc., New York executive recruiters. 

The controversy notwithstanding, this fact is clear: 
executive recruiting is expensive. The question is, 
which method of hiring an executive costs less and 
gets best results? 


Do it yourself 


Look first at the costs involved when a company 
handles its own manhunt. 

The company can use a variety of methods to find 
an executive: personal contacts (banks, lawyers, man- 
agement consultants), classified ads, or form letters 
sent to men the company knows. 

Whichever method is used, the firm can count on 
losing a lot of management time studying the execu- 
tive market and interviewing candidates. This is a very 
real—and often high—cost. 

Classified ads are expensive, too. The kind of ad 
designed to attract a really top man can cost any- 
where from $300 up, depending on the space bought, 
number of newspapers used and the length of time 
the ad runs. Some firms have paid over $5,000 for 
classified ads alone. 

There’s a third factor. When the company does its 
own search, it’s hard to keep the search secret. Morale 
can suffer seriously if the firm's present executives feel 
threatened by an outside search. Also, if word leaks 
out that the firm lacks good managers, the firm's repu- 
tation can be hurt. 

Many firms feel professional recruiters come too 


high because of the big dollar charge the recruiters 
put on a search. But if the company does the search 
itself, the costs are likely to be equally high, or even 
higher. The difference is that in the ‘‘do it yourself"’ 
approach, the costs are often hidden. 


Use a recruiter 


Here’s what it costs when a professional recruiter 
takes over. 

Figure on spending about 20% to 25% of the an- 
nual salary of the position to be filled. That's what 
most major recruiting firms’ costs work out to, although 
a few are in the 15% to 20% range. The exact per- 
centage is established by estimating how hard the 
search will be, and by evaluating what the client is 
offering in order to entice candidates. Most firms have 
a minimum fee, ranging from a high of $5,000 down 
to $2,000. 

Out-of-pocket expenses, for such things as travel 
and telephone, are billed in addition. One-third of the 
fee is usually paid when the recruiter is hired, with the 
remainder billed in two monthly or bi-monthly periods. 

Some recruiting firms charge on a per diem basis. 

“Every reputable recruiting firm will set a price in 
advance,'’ says Frank Canny. ‘‘Watch out for the re- 
cruiter who says he will charge 15% or 20% of the 
executive's annual salary—when he finds him. That 
kind of recruiter is likely to push the first body he finds 
at you, just to collect his fee. He’s less likely to do a 
thorough job of searching.” 

lf a firm decides to use an executive recruiter, it's 
a good safeguard to shop around. That can prevent 
the firm from being hit with excessive fees. With over 
50 recruiting firms in New York City alone competition 
forces the recruiters to keep their prices in line. 
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Programs which consist mainly of 
charts and forms may lull top man- 
agement into the complacent atti- 
tude that nothing more need be 
done. When young managers be- 
come preoccupied with moving 
around on an organization chart, 
they mav overlook their own self- 
development. And if they become 
more interested in quick promo- 
tions than opportunity, they are 
likely to look outside for advance- 
ment. 


Climate is important 

Some managers are open to an 
executive manhunter’s lures _ be- 
cause they don't like the climate of 
the company they’re in. 

There are several specific things 
you can do to create a favorable 
climate in your company. 

Promote fairly. Evaluate men care- 
fully for promotion to key positions. 
Nothing kills morale faster than the 
promotion of a less competent man 
over a better one. 

Delegate authority. If you claim 
to delegate responsibility, make 
sure you really do. Alert executives 
can soon tell whether they have full 
authority in their areas. 

Shy away from committees. An 
executive submerged in 
too many meetings has less chance 
to operate on_ his 


who is 
own. Conse- 
quently, he has less chance to prove 
his mettle, and may look for indi- 
vidual opportunity elsewhere. 

Open your door. Nobody wants to 
work for a man who holds himself 
aloof. But an 
doesn't solve the problem. You've 


open door alone 


got to help the man who comes in. 


pertinent information. If 
fail to let an executive know 
about something that concerns him 
or his area of responsibility, he'll 
soon feel like an outsider. It won't 
be long before he has the urge to 
look for greener pastures. “Com- 
munication is the almighty tool that 
will help you hold onto good men,” 
says Frank Canny. 


Spread 
\ ou 


Kill politics. Nothing is more an- 
tagonistic to the competent man- 
ager than internal politics. “Any- 
way, says Rawle Deland, “stooping 
to politics is the hallmark of the in- 
and_ ineffective 
One way to scuttle company poli- 
tics: keep your men busy with chal- 
lenging jobs. Good ones will rise, 
the deadwood will fall out. 


secure manager.” 


JULY 1961 


Recognize accomplishments. This 
is so obvious that many managers 
who think they show appreciation 
really don’t. How often have you 
gone out of your way to congratu- 
late a man on a job well done? 
“Even the way you say hello can 
make a world of difference,” notes 
Frank Canny. 

Hear complaints. You can be sure 
executive pirates listen to a pros- 
pect’s complaints, and listen hard. 
You can fulfill his need before he 
gets the urge to look around. 


Summary 
The inescapable fact is this: ex- 
ecutives are on the move. Good 





executives don’t have to go far if 
they want a new spot. Executive 
recruiters are ready, willing and 
able to assist. 

This, of course, represents a very 
real threat to your company. You 
can't eliminate the threat, but you 
can take steps to minimize it. Ag- 
gressive executives want opportu- 
nity, advancement and money. You 
can supply these benefits as well as 
another company can. But to do it, 
you have to create the environment 
which makes individual growth 


possible. You have the power to 
shape the factors which will tighten 
your hold on the executives you 
must keep. = 








CAUGHT! a mailing error right at the scene 





mailing errors. 


Write for complete information on 


the mailing advantages and conven- 
iences of a Phillipsburg Inserter. 
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Bell & Howell Company 


14 East Jackson Boulevard 
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Available through Bell & Howell Canada, 
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You can count on the Phillipsburg Inserter’s deadly accurate 
detection system to instantly catch a double-feed or an omis- 
sion. Nothing escapes the Phillipsburg...no lost manhours, no 
costly space to accommodate large temporary or drafted crews, 
no missed mailing deadlines, and no chance of embarrassing 


PHILLIPSBURG INSERTERS 
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UNIQUE 
VISUAL CONTROL 


MEMO FLEX,* the new visual con- 
trol/scheduling board that is easy 
to use, flexible and low in cost. 

Tells you at a glance where 
things stand, where trouble may 
be developing. A visual picture 
of concise details, a constant 
spur to action. Easily kept active 
and accurate, it saves time and 
trouble wherever simple, effec- 
tive visual control is needed. 

Every unit comes complete 
with all the elements for the 
user to create his own custom 
layout. Only $49.50 F.0.B. Plant. 
Literature on request. 


adhesive 








ment. 


Miemo Flex 'DIWvSION -> 
515 Bannock Street, Dayton 4, Ohio = 
National Distributor QuesTronics Division, Chicago 6, Ill. 
*rTRave MARKS OF THE GARRISON MACHINE WORKS, INC.. PATO, PEND. 


(Circle number 118 for more information) 


Notes grease penciled on the ex- 
truded clear plastic Memo Strips’. 


Desired columns laid out using ad- 
hesive striping tape. 


Column title headings m 


Memo Strips* slide up and down, 
snap in and out for easy arrange- 
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DOES YOUR FIRM 
ADVERTISE 


in any of these 


MAGAZINES ? 


Business Week 
Dun’'s Review 
Forbes 
Fortune 
Harvard Business Review 
Nation's Business 
News Front 


If your answer is “yes,” you 
should examine this important 
new study of the readership 
preferences of top managers in 
large firms. 

Available without cost or 
obligation to executives with a 
specific interest in advertising to 
management. Write on your 
letterhead to J. J. Hanson, 
Director of Sales, Management 
Magazines, Inc., 22 W. Putnam 
Avenue, Greenwich, Conn.—or 
circle 173 on the Reader Serv- 
ice Card. 
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Imprinting & Counting Machine 
149 offices in l 


Made by the originator of the postage meter 
1. S. and Canada 


(Circle number 128 
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Work such as stamping, marking, coding, 
canceling, endorsing, etc. A Tickometer whips 

through a job that takes hours by hand—in 
minutes. Handles up to 1,000 items a minute. / 
With an attachment, it signs checks or numbers 
consecutively. Counts, too, so accurately banks 
trust it with currency. / Simple to set, easy to use 
Saves time, adds work capacity, frees people 
for more important tasks. / Bought or leased 
Service available from 320 points. / Ask any 


Pitney-Bowes office to give you a demonstration 
without obligation. Or send the coupon 


PITNEY-BowEs, INC 
1542 Walnut Street 


Stamford, Conn 





{ddress 
for more information) 


Name 


Send Tickometer booklet and case studie 
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What users like 
about the 914 


It’s automatic. No hand-feeding 
of copy paper or rehandling of 
original with a 914 Office Cop- 
ier. Just push a button and copies 
flow. Up to 7 copies per minute, 
and any number desired. ‘Worth 
half a girl more,” commented 
one office manager. 


makes one 


or more copies 


automatically 


on ordinary 


paper... 
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No capital 
investment needed 


You pay only 1¢ per copy for sup- 
plies, plus modest machine ren- 
tal. No expensive coated papers 
or liquid chemicals. No adjust- 
ments, no waste. Easiest of all 
copiers to operate. Makes copies 
on ordinary paper (plain or col- 
ored) or selected offset masters. 








Copies are as 
good as originals 


So superior is the quality of re- 
production that many people 
say copies look better than the 
original. The 914 copies anything 
the eye can see; copies all colors 
—even reds and blues—with 
sharp black-on-white fidelity. And 
without damage to originals. 








If you spend $50 
or more a month 


for copying supplies, you'll find 
you can afford to modernize your 
copying methods and turn out 
better quality copies with a 914 
Copier. For details, write to 
XEROX CORPORATION (formerly 
Haloid Xerox Inc.), 9X-192 Haloid 
St., Rochester 3, New York. 


XEROX: 914 OFFICE COPIER 


CORPORATION 


(Circle number 143 for more information) 
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